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POUNDED  IN  1«4 


ISSUED  BVEEY  SATURDAY 


lailies  Reject,  Ad  Men  Approve 
lap  Plan  at  ABC  Convention 

Advertiser  and  Agency  Divisions  Want  Ques¬ 
tion  Kept  Open  . . .  Newspaper  Members 


Want  Board  Representation  Increased  to  7 


(By  telegraph  to  Editor  &  Pi  blisher) 

iHCAGO,  Oct.  20 — The  daily  news¬ 
paper  division  rejected  summarily 
e  proposal  that  maps  be  included  in 
e  publishers’  statement  of  newspaper 
;«bers  of  the  Audit  Bureau  of  Cir- 
;'ations  at  the  opening  of  the  25th 
■■'.ual  ABC  convention  here  today, 
he  advertiser  and  advertising  agency 
Ivision.',  recommended  that  the  ques- 
bri  be  kept  open  for  further  discus- 
bn,  but  in  advance  of  their  action, 
le  newspaper  members  had  voted 
r*n  a  similar  proposal  and  acted 
Firnatively  on  a  resolution  presented 
I  E.  R.  Chapman,  Flint  (Mich.) 
kunwl,  that  the  map  idea  be  aban- 
>ried.  About  500  were  present,  rep- 
K-nting  1,203  members. 

Dailies  Want  Realignment 
Unanimously,  the  newspaper  mem- 
trs  adopted  a  resolution  recommend- 
I?  to  the  board  of  directors  that 
t*ip..per  representation  on  the  board 
I  increased  to  seven  members,  as- 
Iring  a  director  from  Canada,  one 
fcm  the  eastern  time  zone,  one  from 
|e  central  time  zone,  one  from  the 
|r  west,  one  for  newspapers  of  less 
Ian  15,000  circulation,  one  for  news- 
Ipers  of  more  than  100,000  circula- 
|n,  and  one  an  active  circulation 
^nager.  All  of  these  classifications 
b  covered  by  the  present  representa- 
n,  but  the  new  recommendation  is 
igned  to  insure  the  permanence  of 
jfc  suggested  alignment. 

resolution  stipulated  that  the 
l^*spaper  division  did  not  object  to 
■  increase  in  directors  of  other  divi- 
f‘s,  to  maintain  the  traditional  bal- 

S*  of  the  board  with  advertising 
erests  in  the  majority. 

^  long  discussion  initiated  by  E.  S. 
iting,  Montreal  Star,  on  excess 
costs,  elicited  an  exposition  of 
reau  costs  by  W.  J.  J.  Butler,  To- 
Globe  &  Mail,  and  an  ABC 
^tor.  Expenses  have  increased 
■000  between  1934  and  1938,  the 
cipal  elements  being  taxes,  from 
0  to  $13,000,  and  restoration  of 
cuts  to  the  auditing  stetff.  The 
^‘ce  committee,  headed  by  Marco 
■'row.  Capper  Publications.  Topeka, 
stated  after  the  question-and- 
session  by  Messrs.  Whiting  and 
■'er  that  it  had  recommended  to 
board  the  transfer  of  $25,000  from 
excess  and  deficiency  income  ac- 
't  to  be  used  as  a  contingency 
d  for  extraordinary  expenses.  This 
■mmiTiciation  is  aimed  at  reducing 
overhead  charges  which  are  now 
rated  against  publication  audit 
ges. 

[  To  Pro-Rate  Surplus 

>is  discussion  followed  enactment 
•^Solution  that  the  board  be  em- 
to  pro-rate  a  surplus  of 
^  $96, to  all  members,  in  line 
0  similar  distribution  during  the 
ioion  several  years  ago. 


Discussion  of  the  map  question, 
which  consumed  most  of  the  after¬ 
noon,  was  precipitated  by  Mr.  Chap¬ 
man’s  resolution,  which  follows: 

“The  newspaper  division  is  eager  to 
co-operate  to  the  fullest  extent  with 
advertisers  and  agencies,  but  it  be¬ 
lieves  that  the  map  proposals  would 
not  result  in  an  accurate  visualization 
of  the  newspaper  distribution  informa¬ 
tion  in  paragraph  25  of  the  Audit 
Report. 

“Individual  newspapers  can  better 
and  more  efficiently  present  to  adver¬ 
tisers  all  the  information  which  a  map 
plan  is  intended  to  convey. 

“The  preparation  and  auditing  of 
the  maps  would  increase  bureau  costs. 
The  compilation  of  data  must  of  neces¬ 
sity  add  greatly  to  the  expenses  of 
publishers. 

Should  Adhere  to  Fact-Finding 

“The  Bureau  is  a  fact-finding  or¬ 
ganization  and  should  adhere  to  those 
principles  which  have  remained  un¬ 
changed  since  the  Bureau’s  founda¬ 
tion. 

“Therefore  be  it  resolved  that  the 
newspaper  division  recommends  the 
abandonment  of  the  idea  of  the  addi¬ 
tion  of  maps  to  reports.” 

A  record  vote  was  taken  on  an 
amendment  proposed  by  W.  S.  Kel¬ 
logg,  Glendale  (Cal.)  News-Press,  to 
substitute  the  last  paragraph  of  the 
Inland  resolution  for  the  last  para¬ 
graph  of  the  Chapman  resolution. 
This  would  have  kept  the  question 
open  for  further  study,  but  it  was 
rejected  by  a  vote  of  571  to  134. 

Several  members  expressed  them¬ 
selves  in  favor  of  the  map  idea,  not¬ 
ably  Harold  Hough,  Fort  Worth  Star- 
Telegram,  who,  with  interests  in  both 
newspapers  and  broadcasting,  de¬ 
clared  that  newspapers  were  not  com¬ 
peting  with  newspapers,  but  with 
other  media,  and  should  put  their 
valuable  information  prominently  in 
advertisers’  hands.  Eloquent  also  in 
support  of  the  maps  was  Abe  Schaefer, 
Fort  Wayne  Journal-Gazette.  Spokes¬ 
men  for  the  opposition  included  L.  W. 
McFetridge,  Tulsa  World,  and  Frank 
E.  Tripp,  Gannett  Newspapers.  Sev¬ 
eral  special  representatives  declared 
that  they  had  never  been  asked  for  a 
newspaper  map  by  an  advertising 
agency. 

The  resolution  recommending  a 
seven-man  newspaper  representation 
on  the  board,  presented  by  Col.  Julius 
Ochs  Adler,  New  York  Times,  was  as 
follows: 


“Whereas,  a  special  committee  was 
appointed  at  the  annual  meeting  of 
the  A.  B.  C.  in  1937  to  study  and 
recommend  a  revised  plan  for  rep¬ 
resentation  of  the  newspapier  division 
on  the  board  of  directors,  and 

“Whereas,  the  subject  has  been  fully 
studied  by  this  committee  and  pre¬ 
ceding  committees  during  past  years, 
and 

"Whereas,  the  newspaper  member¬ 
ship  consists  of  approximately  1,100 
members  widely  distributed  geogra¬ 
phically  throughout  the  United  States 
and  Canada  and  of  varying  sizes  and 
interests,  and 

“Whereas,  therefore  be  it  resolved 
that:  the  newspaper  division  of  the 
A.  B.  C.  recommends  to  the  board  of 
directors  that  a  seventh  director  be 
elected  to  the  board  from  the  news¬ 
paper  division  as  the  only  satisfactory 
way  of  providing  the  necessary  rep¬ 
resentation  of  the  varying  sizes  and 
interests  of  the  newspaper  membership 
in  the  Bureau. 

“In  recommending  this  additional 
director,  the  newspaper  division  has 
no  desire  to  disturb  the  present  bal¬ 
ance  of  the  board  and  recognizes  the 
rights  of  other  divisions  to  seek  such 
additional  representatives  as  their 
needs  may  require. 

“In  conformity  with  this  recom¬ 
mendation  the  present  rule  providing 
for  the  election  of  newspaper  direc¬ 
tors  should  be  amended  to  read  as  fol¬ 
lows: 

Proposed  Classifications 

“All  newspaper  directors  shall  rep¬ 
resent  all  newspapers  but,  for  the  pur¬ 
pose  of  choosing  the  seven  newspap)er 
directors  to  the  board  of  directors  the 
following  classes  of  newspaper  mem¬ 
bership  shall  exist: 

Class  1 — Newspapers  published  in 
Canada. 

Class  2 — Newspapers  published  in 
the  eastern  standard  time  zone. 

Class  3 — Newspapers  published  in 
the  central  standard  time  zone. 

Class  4 — Newspapers  published  in 
the  mountain  and  pacific  time  zone. 

Class  5 — Newspapers  having  less 
than  15,000  net  p)aid  circulation. 

Class  6 — Newspapers  having  more 
than  100,000  net  paid  circulation. 

Class  7 — An  experienced  circulation 
executive  actively  engaged  in  news- 
pap)er  circulation  work. 

One  director  shall  be  from  each  of 
the  above  classes.  Directors  shall  be 
elected  for  a  two-year  term. 


MISSOURI  RULES  "MOVIE  QUIZ"  IS  LOTTERY 

JEFFERSON  CITY,  Mo.,  Oct.  20 — The  nationwide  Movie  Quiz  Contest  now 
being  conducted  by  leading  motion  picture  producers  is  in  violation  of 
the  Missouri  state  lottery  laws,  and  persons  promoting  or  advertising  the 
contest  are  liable  to  prosecution,  it  was  held  today  in  an  opinion  by  the  office 
of  Attorney  General  Roy  McKittrick.  ’The  opinion  answered  a  request  from 
the  prosecuting  attorney  of  Dunklin  Coimty. 


On  even  number  years — classes  1, 

2  and  3. 

On  odd  number  years — classes  4,  5, 
6,  and  7. 

Presiding  over  the  newspap)er  divi¬ 
sional  meeting  was  J.  Noel  Macy, 
Westchester  Newspapers,  an  ABC 
director.  The  newspaper  division 
renominated  viva  voce  the  directors 
whose  terms  expired:  Verne  E.  Joy, 
Ceritralia  (Ill.)  Sentinel;  Col.  Ernest 
G.  Smith,  Wilkes-Barre  (Pa.)  Times- 
Leader;  and  W.  J.  J.  Butler,  Toronto 
(O.)  Mail  &  Empire. 

Wachtel  Challenge 

Speaking  at  the  luncheon  meeting, 
W.  W.  Wachtel,  president  of  Calvert 
Distillers  Corporation,  sounded  a  dis¬ 
concerting  note  when  he  challenged 
the  quantitative  yardsticks  of  the  “two 
ABC's” — the  Audit  Bureau  of  Circula¬ 
tions  and  the  Alcoholic  Beverage  Con¬ 
trol.  Part  of  his  address  was  devoted 
to  circulation  methods,  the  balance  to 
an  explanation  of  the  social  responsi¬ 
bilities  of  the  liquor  industry  in  pro¬ 
moting  a  program  of  moderation  and 
dilution  in  American  drinking  habits. 

“I  am  not  so  sure  you  are  right  to 
assume  that  free  circulation  is  bad 
circulation,”  he  asserted.  “I  know  not 
and  care  not  what  your  circulation 
methods  are. 

"The  important  thing  is  what  is 
between  the  covers  of  your  publica¬ 
tions  that  counts.” 

He  urged  publishers  to  give  more 
attention  to  the  study  of  readership, 
asking  them  if  they  were  afraid  to 
tell  advertisers  how  many  pjeople  read 
various  pages  and  departments  in  their 
publications. 

He  declared  publishers  must  set  up 
new  standards  of  measurements  deal¬ 
ing  with  the  qualitative  analysis  of 
reader  interest,  asserting  that  quanti¬ 
tative  standards  as  set  up  by  the  bu¬ 
reau  are  not  enough. 

President  Thomson  appointed  the 
following  committees  to  facilitates 
convention  procedure: 

KI:S()EI:TK).\.S:  t;.  U.  .Schaeflfer,  Marshall 
Field  and  Co.,  (’hicago,  chairman;  Paul  I. 
Aldrich,  the  Xational  I*rot*isiotu'r,  Chicago; 
John  Hrehni,  ('rowell  Publishing  Co.,  New 
York;  \V.  J.  J.  Huticr,  the  Toronto  Globe  ^ 
Mail;  J.  O.  ('arson,  II.  J.  Heinz  Co.,  Pitts¬ 
burgh;  E.  S.  Friendly.  Xcu'  York  Sun;  H.  H. 
Kynett,  Aitken-Kynett  Co.,  Philadelphia;  A.  L. 
.Miller,  Battle  Creek  (Mich.)  Enquirer-Xews ; 
John  H.  Platt,  Kraft-Phenix  Cheese  Co.,  Chi¬ 
cago;  P.  E.  Ward,  the  Farm  Journal,  Phila¬ 
delphia. 

CKEDEXTIAI.S:  Leo  N’ejelski,  Swift  k 
Co.,  Chicago,  chairman;  Stanley  Clague,  Mod* 
ern  Hospital.  Chicago:  JS  (iray,  Monroe 
(Mich.)  Evening  Xews;  I>.  I).  Richards,  Sears 
Roebuck  &  Co.,  Chicago;  Norman  S.  Rose, 
Christian  Science  Monitor,  Boston;  B.  Morgan 
Shepherd,  the  Southern  Planter,  Richmond; 
If.  R.  Vangunteii,  Lord  &  Thomas,  Chicago; 
N.  L.  Wallace.  Time,  Inc.,  Chicago. 

NOMINATIONS:  Horace  Klein,  The 

Farmer,  St.  Paul,  Minn.,  chairman;  Col.  I^roy 
W.  Herron,  Washington  (D.  C.)  Star;  Doug¬ 
las  Taylor,  f*rintcrs’  Ink,  New  York. 

ME.MORLXLS:  Janies  Wright  Brown,  Edi¬ 
tor  &  PiBLisuER,  chairman;  (Jeo.  M.  Burbach, 
St.  Louis  Post~Dispatch;  N.  K.  (Jaylord,  Okla~ 
Iwma  City  Oklahoman  and  Times. 

Both  advertiser  and  advertising 
agency  divisions  of  the  Bureau  recom¬ 
mended  that  the  principle  of  the  map 
delineation  of  circulation  in  newspa¬ 
per  publisher’s  statements  be  kept  be¬ 
fore  the  board  for  further  study  in  an 
effort  to  solve  the  problem  satisfac¬ 
tory  to  all  concerned. 

"rhe  advertiser  division,  presided 
over  by  G.  R.  Schaeffer,  Marshall 
Field  &  Co.,  Chicago,  renominated  the 
following  directors: 

Ralph  Starr  Butler,  General  Foods 
Corp.;  William  A.  A.  Hart,  E.  I.  du 
(Continued  on  page  11) 
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E  D  I  T  O  R  ,  &  P  U-B  L  I  ;S  0 


J.  V.  Connolly 
Escapes  Death 
In  Flaming  Plane 


tinue  his  trip  to  New  York  by  air. 
“There  is  no  cause  for  timidity  of  air 
passengers,”  he  said. 

He  was  on  his  way  to  Atlanta  when 
the  plane  crashed. 


Tells  Sensations  As  Liner 
Landed  Ablaze.  Exploded 
.  .  .  Phoned  Scoop  to  INS 


Coast  Ad  Managers 
Get  PACA  Charter 


Joseph  V.  Connolly,  general  man¬ 
ager  of  the  Hearst  Newspapers  and 
president  of  King  Features  Syndicate, 
Inc.,  who  was  a  passenger  on  the 
twin-motored  Houston-to-New  York 
air  liner  which  landed  in  flames  near 
Montgomery,  Ala.,  near  midnight  Oct. 
19.  and  exploded  just  after  the  14 
persons  aboard  escaped,  wired  Edi¬ 
tor  &  Publisher  from  Atlanta,  his  sen¬ 
sations  of  the  harrowing  two  minutes 
that  followed  the  spread  of  flames  to 
the  wings  and  the  plummeting  out  of 
the  plane’s  right  motor. 

“Our  motor  took  fire  just  as  we  left 
Montgomery,”  Mr.  Connolly’s  wire 
said.  “Smoke  filled  the  cabin,  the  mo¬ 
tor  dropped  to  the  ground  and  the 
wing  caught  fire  as  our  heroic  pilot 
Dave  Hissong  held  the  ship  in  control 
for  the  landing. 

"Knew  Death  Was  Certain" 

“We  knew  death  was  certain  be¬ 
cause  in  a  few  seconds  the  fire  would 
reach  the  gasoline  tank. 

“My  sensation  was  simple  enough. 
A  Catholic  lives  to  prepare  for  death 
and  I  simply  said  the  same  prayers  of 
mv  childhood  and  waited. 

“It  took  10  seconds  to  leave  the 
plane  after  it  hit  a  tree  and  five  sec¬ 
onds  to  get  safely  away  from  the 
burning  ship.  Fifteen  seconds  after 
we  hit  the  ground  the  gas  exploded 
and  the  plane  was  destroyed.  I  ran 
across  fields  to  a  farm  house  and  tele¬ 
phoned  the  story  to  International 
News  Service.” 


What  Mr.  Connolly  neglected  to  say 
in  his  succinct  but  dramatic  account 
to  E&P  was  that  by  getting  the  story 
to  INS,  the  service  scored  a  beat  over 
the  other  wire  services,  according  to 
Earry  Fciris,  editor-in-chief.  TTie 
United  Press  told  E&P  it  got  first  word 
of  the  accident  at  1:30  a.m.  Wednes¬ 
day.  Mr.  Connolly’s  call  was  received 
by  INS  at  Atlanta  at  12:31  a.m.  AP 
broke  its  story  at  12:52  a.m. 

In  an  interview  with  the  Associ¬ 
ated  Press,  the  Hearst  executive  was 
lavish  in  his  praise  of  Pilot  Hissong 
and  Frankie  Gibbs,  the  steward  on 
the  plane.  Hissong,  Mr.  Connolly 
said,  “did  the  most  beautiful  piece  of 
flying  I  have  ever  seen  in  all  my  ex¬ 
perience  as  an  air  passenger  both  in 
this  country  and  abroad.” 

ConRolly's  Hand  Gashed 

Gibbs  was  perhaps  most  responsible 
for  the  fact  no  one  was  seriously  in¬ 
jured,  Mr.  Connolly  said.  “As  soon 
as  he  noticed  the  difficulty  he  went 
through  the  cabin  tightening  our 
safety  belts.  When  Pilot  Hissong  put 
the  ship  down  without  a  bump,  Gibbs 
was  already  standing  against  the  cabin 
exit,  pressing  against  it.  When  we 
mush^  down  he  hurled  it  open  and 
shoved  us  out.  As  the  last  man  was 
clear,  flames  enveloped  the  cabin. 

“It  was  the  nearest  I  have  come  to 
death.  As  the  plane  settled  there  were 
grim  expressions  on  the  passengers’ 
faces.  I  sat  tense,  holding  in  my 
hands  the  rosary  beads  my  daughter, 
Mary  Jack,  handed  to  me  before  I 
left  New  York.  I  thought  of  her  and 
the  Eucharistic  Congress  at  New  Or¬ 
leans  where  I  spoke.  Somehow,  I 
seemed  to  feel  I  would  not  meet 
death.” 

The  Hearst  executive  suffered 
gashes  on  two  fingers  of  his  left  hand, 
according  to  AP. 

Although  admittedly  “shaken,”  Mr 
Connolly  told  the  AP  he  would  con- 


P.  E.  WARD  RE-ELECTED 


EDITOR  &  PUBUSHER 
CALENDAR 


Los  Angeles,  Oct.  17 — Cultivating 
the  chain  store  manager,  encouraging 
him  to  take  an  active  part  in  local 
community  affairs,  and  seeing  that  he 
meets  the  independent  merchants  in 
his  town  on  an  equal  footing  is  a  bit 
of  missionary  work  which  will  pay 
results  in  keeping  chain  store  adver¬ 
tising  in  the  suburban  newspaper, 
H.  C.  Burkheimer,  publisher  of  the 
Alhambra  (Cal.)  Post- Advocate,  told 
members  of  the  southern  unit  of  the 
California  Newspaper  Advertising 
Managers  Association  Friday  night. 

Burkheimer  related  how  one  chain 
store  organization,  late  in  the  sum¬ 
mer,  suddenly  cancelled  all  its  sched¬ 
ules  in  suburban  newspapers,  an¬ 
nouncing  its  intention  of  concentrat¬ 
ing  advertising  in  Los  Angeles  met¬ 
ropolitan  papers  and  shopping  news, 
and  how  the  presentation  of  the  other 
side  of  the  picture  resulted  in  the 
reinstatement  of  the  schedules  in  most 
of  the  papers  affected. 

A  chain  store  which  comes  into  an 
already  established  community  as¬ 
sumes  a  definite  obligation  to  help 
build  the  community  still  further,  but 
ignoring  civic  enterprises  and  elim¬ 
inating  local  advertising  are  likely  to 
be  construed  as  a  slap  in  the  face  by 
the  merchants  who  built  the  town  and 
their  customers,  the  chain  officials 
were  told. 

A  feature  of  the  meeting  was  the 
presentation  by  Frank  McKellar, 
vice-president  for  the  fifth  district 
of  the  Pacific  Advertising  Clubs  As¬ 
sociation,  of  a  membership  charter  in 
the  PACA  to  the  CNAMA  unit. 

Charles  McAlpine,  assistant  adver¬ 
tising  manager,  Santa  Monica  (Cal.) 
Outlook,  explained  how  advance  pro¬ 
motion  and  careful  planning  made 
that  city’s  initial  Dollar  Day  the  big¬ 
gest  retail  day  in  the  city’s  history. 


,  Oct.  24-25 — California  Circu¬ 
lation  Managers  Assn.,  annual 
convention.  Hotel  Leamington, 
Oakland,  Cal. 

Oct.  28-29-30  —  Ohio  News¬ 
paper  Women’s  Assn.,  annual 
convention,  Cleveland. 

Oct.  25 — New  England  Daily 
Newspaper  Assn.,  fall  meeting, 
Copley  Plaza  Hotel,  Boston. 

30  —  Oklahoma  Press 
Assn.,  Advertising  Managers 
Division,  Biltmore  Hotel,  Okla¬ 
homa  City. 

Oct.  31-!Nov.  1-3  —  Financial 
Advertisers  Assn.,  annual  con¬ 
vention,  Fort  Worth,  Texas. 

Nov.  5  —  Illinois  Associated 
Press  Editors,  annual  meeting. 
Northwestern  University,  Evan¬ 
ston,  Ill. 

Nov.  .5-6 — Southern  California 
Mechanical  Conference,  second 
convention.  Long  Beach,  Cal. 

Nov.  10-12  —  Illinois  Press 
Assn.,  annual  meeting,  Cham- 
paign-Urbana. 


Hearings  Loom 
On  Wage-Hour 
Press  Exemption 


Canadian  Ad  Men 
See  Better  Times 


Chicago,  Oct.  20 — P.  E.  Ward,  Farm 
Journal,  was  re-elected  president  of 
the  Agricultural  Publishers’  Associa¬ 
tion  at  the  annual  meeting  here  yes¬ 
terday.  Other  officers  re-elected  were 
W.  H.  Cowles,  Jr.,  Pacific  Northwest 
Farm  Trio;  vice-president;  Glenn 
Buck,  Nebraska  Farmer,  secretary, 
and  Dr.  Tait  Butler,  Progressive  Farm¬ 
ing  and  Southern  Ruralist,  treasurer. 
Directors  elected  were  Dr.  Butler,  S. 
R.  Guard,  Breeders  Gazette;  Marco 
Marrow,  Capper  Publications,  and  E. 
F.  Corbin,  Meredith  Publishing  Com¬ 
pany.  Victor  F.  Hayden  continues  as 
executive  secretary. 


Optimism  for  business  in  the  near 
future  marked  the  24th  annual  con¬ 
vention  of  the  Association  of  Cana¬ 
dian  Advertisers  Oct.  13  at  the  Royal 
York  Hotel,  Montreal. 

President  B.  W.  Keightley  of  Mon¬ 
treal  told  the  association  that  an  ap¬ 
proaching  business  upswing  in  the 
U  S.  would  be  reflected  in  an  advance 
in  Canadian  trade  and  commerce.  He 
felt  that  1938  is  to  be  a  considerably 
better  business  year  than  1938. 

Fred  Gamble,  executive  secretary  of 
the  American  Association  of  Adver¬ 
tising  Agencies,  and  J.  A.  MacLaren, 
president  of  the  MacLaren  Advertis¬ 
ing  Company,  Toronto,  were  among 
the  sp>eakers. 

Other  speakers  were:  Ruthven  Hay, 
president  of  Harold  F.  Ritchie  &  Co.; 
Jack  Chisholm,  of  Associated  Screen 
News;  N.  B.  Powter,  of  Howard  Paper 
Mills;  J.  R.  MacMillan,  director  of  re¬ 
search,  Canadian  Daily  Newspaper 
Association,  and  Major  I.  D.  (Uarson, 
manager  of  the  Canadian  National 
Newspapers  and  Periodicals  Associa¬ 
tion. 


SNPA  IN  NEW  OmCES 

Cranston  Williams,  secretary-man¬ 
ager,  Southern  Newspaper  Publish¬ 
ers  Association,  this  week  announced 
removal  of  the  association’s  Chatta¬ 
nooga  offices  to  new  quarters.  Room 
312  Times  Building.  “Increasing 
SNPA  activities  authorized  by  the 
membership  made  larger  quarters  ab¬ 
solutely  necessary,”  he  said. 
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(By  tcirgrat'li  to  Edituk  &  Publishei) 

Washington,  Oct.  20 — Public  hear-l 
ings  may  be  necessary  to  determine 
whether  newspapers  are  subject 
the  Wage  and  Hour  Law,  Administro  ' 
tor  Elmer  F.  Andrews  said  herel 
today. 

Interpretations  based  on  the  brie: 
filed  by  the  ANPA  and  other  publish 
ers’  organizations  had  been  expectec 
this  week  but  the  present  indicatk; 
is  that  publishers  must  either  adop:| 
the  25  cents  an  hour  minimum  wage 
and  44-hour  maximum  Monday, 
act  at  their  own  peril. 

Brief  Raised  Many  Points 

“The  numerous  questions  raised 
the  publishers’  brief  may  make  it 
necessary  for  us  to  hold  a  hearing 
conduct  a  conference  to  get  at  the  a 
swers,”  Administrator  Andrews  tcii 
Editor  &  Publisher  today.  “We  jis 
haven’t  had  time  to  attempt  an  ansve 
or  interpretation  on  the  basis  of  fc 
brief.  We  cannot  answer  the  ques¬ 
tions  now.” 

Deputy  Administrator  Paul  Sifto: 
shares  the  view  of  his  chief. 

“Questions  presented  in  the  briii 
seem  to  make  further  study,  probabv 
hearings,  necessary,”  he  said. 

Unofficially,  it  was  understood  hes 
that  bylines  might  become  a  factor  t 
determining  whether  reporters  w 
classified  as  professionals.  The  beliBi 
is  widely  held  that  Commissioner  A:-f 
drews  personally  regards  only  vc; 
few  reporters  as  professionals. 

The  Administrator’s  widely  pub¬ 
lished  general  interpretation  of  “pro¬ 
fessional,”  issued  yesterday,  seems  ul 
provide  an  answer  to  the  specii!| 
question:  Is  a  newspaper  writer  i 
professional  person  within  the  meal¬ 
ing  of  the  Labor  Standards  Act?  Whil 
it  describes  operating  methods  coe 
parable  to  those  in  vogue  in  editorii 
and  city  rooms  everywhere,  it  appeas 
to  make  the  test  also  one  of  specialize 
educational  preparation  “as  dis¬ 
tinguished  from  a  general  acadeuB 
education.”  Strictly  interpreted  du 
would  appear  to  mean  that  an  ind*  , , 
vidual  who  has  studied  at  a  school  i  ' 
journalism  may  be  regarded  a  pn> 
fessional;  newspapermen  who  havew 
attended  such  institutions,  non-pns 
fessional. 


Andrews'  Definition 

The  Administrator’s  broad  profeH 
sional  definitions,  which  appear 
cover  newspapermen,  read: 


“A  professional  is  any  employe:  ^  . 

“(a)  Who  is  customarily  and  regularlj '’fcbui 
ployed  in  work 

“( 1 )  I’redomiiiantly  intellectual  .and 


in  character  as  opposed  to  routine  nienlil. 
ual.  mechanical  or  physical  work,  and 
“(2)  Requirini;  the  consistent  exercise 
cretion  and  judKment  loth  as  to  the  nu®'* 
anil  time  of  jwrformance  as  opiwsed  to 

“  ‘  lirecjion  and  supervjsioB.  *meer 

IwLsti 


subject  to  :ictive  di. . . . 

“f.t)  Of  such  a  character  that  the  t*-'? 


:hat 


iool’ 


prorluced  or  result  accomplished  cant**, 
standardized  in  relation  to  a  given  period 
time,  and 

“(4)  Rased  upon  educational  training* 
specially  organiz^  Nxly  of  knowledge.  «  • 
tinguisherl  from  a  general  academic  cduc-'—,,, 
and  from  an  apprenticeship,  and  from  trurji 
in  the  jterformance  of  routine  mental.  ^ 

mechanical  or  physical  processes  in  accoro^^ 
with  a  previously  indicated  or  st.mil.ir::^l^ 
formula,  plan  or  procedure,  and 

“(h)  Who  does  no  suhst.antial  amoUir^BOW 
work  of  the  same  nature  as  that  perfE’^iai 
by  non-exempt  employes  of  the  cmiiloyer. 


The  Administrator’s  definitions 
on  to  describe  executive  and  admiz^ad 
trative  classifications,  those  in  1- 


retailing  capacity  and  outside  s.f.ell 
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Townsend  Predicts  Revival 
Of  Publication  Advertising 


Ad  Executives  Told  Newspapers  Will  Sell  More 
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Space  in  '39  If  Industry  Is  Convinced 
It  Can  Evaluate  Ads 

By  GEORGE  A.  BRANDENBURG 


CHICAGO,  Oct.  18 — Predicting  15  bil¬ 
lion  dollars  in  additional  profits  for 
American  industry  in  1939,  providing 
KpectK I  business  will  increase  its  selling  bud¬ 
gets  by  10  billions,  W.  S.  Townsend, 
president  of  Townsend  &  Townsend, 
Inc.,  captured  the  undivided  atten¬ 
tion  of  Newspaper  Advertising  Ex¬ 
ecutives  Association  members  in  an 
address  here  today  that  not  only 
served  to  sell  advertising  men  on 
merits  of  the  Townsend  Plan,  but  also 
pointed  the  way  for  a  revival  of  pub¬ 
lication  advertising. 

Mr.  Townsend  gave  added  hope  to 
newspaper  advertising  executives 
when  he  declared  that  newspapers 
are  going  to  sell  more  advertising 
space  at  a  profit  next  year,  if  industry 
is  convinced  that  it  can  evaluate  ad¬ 
vertisements  and  know  for  certain 
they  contain  the  necessary  selling 
elements. 

Report  Hits  Selling  Methods 

The  two-day  meeting  was  crowded 
with  informative  talks  and  floor  dis¬ 
cussions  on  both  local  and  national 
advertising  problems,  including  a  14- 
point  repKjrt  by  the  Bureau  of  Ad¬ 
vertising  ANPA  on  what  agency  ex¬ 
ecutives  consider  is  “wrong”  with 
newspaper  selling  methods.  The  pro¬ 
gram  was  arranged  by  Forrest  Geneva, 
Des  Moines  Register  &  Tribune, 
NAEA  vice-president. 

Speaking  at  today’s  luncheon  before 
a  capacity  audience,  Mr.  Townsend 
outlined  the  importance  of  scientific 
measurement  of  advertising  effective¬ 
ness,  based  on  the  Townsend  Plan, 
and  announced  the  formation  of 
Townsend  Advertising  Research  Insti¬ 
tute.  The  latter,  he  said,  is  open  to 
^  restricted  membership  at  $10,000  an- 
”ad^iJl^'^"y  tnen  from  one  organi¬ 

zation.  One  hundred  members  will 
be  served  the  first  year,  comprising  20 
^‘^od”J^dditional  advertising  agencies  and  80 

1  a 

haver4  ^  advertising  will  do 

'your  part  to  really  understand  the 
lamazing  selling  power  of  advertising,” 
|he  said,  “the  result  will  be  that 
imore  people  are  going  to  have  jobs.” 

Cure  Lies  in  Advertising 
n  America  needs  more  sales,  asserted 
pir.  Townsend  at  the  outset,  referring 
to  the  millions  idle,  yet  there  is  an 
suUrlj  febundance  of  goods,  money  and  needs 
r."  t  ^  filled.  Pointing  out  that  during 
past  150  years,  the  best  thinking 
nil  .  ir'as  been  devoted  to  production,  with 
ittle  time  or  thought  given  to  “human 
ngincering,”  he  said  the  result  has 
cen  that  production  has  outstripped 
astribution. 

“Advertising  has  the  power  to  cure 
hat  situation,”  he  said,  terming  adver- 
'sing  “a  highspeed  automatic  machine 
ool”  in  distribution.  “Advertising  is 
he  ‘sell-vation’  of  America.” 

He  related  how  he  and  his  brother, 
J.  Townsend,  had  evolved  the 
.vmouijfo^send  plan,  based  on  16  years  of 
'^‘‘'nstaking  collecting,  sifting  and 
Ias.sifying  of  sales  producing  elements 
ions  advertising.  He  told  of  experiments 
ade  in  both  the  retail  and  national 
in  mentioning  the  names  of  such 

ide  sai®ell  known  firms  as  Lord  &  Taylor, 
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Wm.  Wrigley  Company,  Quaker  Oats 
Company  and  Philco.  Today,  he 
stated,  $30,000,000  worth  of  advertising 
is  being  built  on  the  new  sales  pro¬ 
motion  method.  Asserting  his  belief 
in  advertising,  Mr.  Townsend  said: 

“Where  price,  production  and  dis¬ 
tribution  are  nearly  equivalent,  ad¬ 
vertising  is  the  controlling  factor  in 
leadership.” 

He  told  newspaper  advertising  men 
they  are  not  selling  circulation  as 
such,  but  are  selling  “sales  contacts.” 
“You  are  furnishing  advertisers  with 
a  list  of  the  ‘right  people’  for  adver¬ 
tisers  to  do  business  with,”  he  added. 

Questions  and  Answers 

In  the  question  and  answer  period 
which  followed  his  talk,  Mr.  Town¬ 
send  endeavored  to  answer  questions 
frankly,  but  carefully.  Not  once  did 
he  divulge  one  of  the  27  points.  Re¬ 
plying  to  one  query,  he  said: 

“Our  method  would  be  utterly  use¬ 
less  without  the  creative  ability  of 
agency  men.  Our  plan  gives  them  a 
new  confidence  about  advertising — a 
new  religion.” 

He  expressed  the  hope  that  the  time 
will  come  when  the  plan  will  be  avail¬ 
able  to  newspapers  throughout  the 


country  to  aid  them  in  helping  local 
advertisers  improve  effectiveness  of 
their  copy. 

The  newspaper  promotion  advertis¬ 
ing  exhibit  and  contest,  arranged  un¬ 
der  the  direction  of  C.  E.  Phillips, 
Rockford  (Ill.)  Morning  Star  and 
Register-Republic,  proved  to  be  one 
of  the  highlights  of  the  fall  meeting. 
NAEA  members  judged  the  exhibits 
and  prizes  were  awarded  to  the  fol¬ 
lowing: 

For  the  best  newspaper  promotional 
copy,  first  prize  went  to  the  New  York 
Sun;  second  prize,  Detroit  News;  third 
prize,  Albany  (N.  Y.)  Knickerbocker 
News. 

For  the  best  printed  sales  promo¬ 
tion,  including  trade  journal  advertis¬ 
ing,  direct  mail  pieces  and  sales 
manuals,  first  prize  was  awarded  the 
New  York  Herald  Tribune;  second 
prize,  Phoenix  (Ariz.)  Republic  &  Ga¬ 
zette;  third  prize,  Spokane  Spokesman 
Review. 

ABC  Map  Plan  Presented 

The  Tuesday  session  opened  with  a 
forceful  presentation  of  the  proposed 
ABC  map  plan  for  visualizing  news¬ 
paper  circulation  on  Publisher’s  State¬ 
ments  by  A.  Schaefer,  Ft.  Wayne 


Pennsylvania  delegation  at  NAEA  convention.  L.  to  r.:  I.  Z.  Buckwalter,  Lancaster 
Newspapers;  Jack  Lederer,  Chicago  manager,  Paul  Block  &  Associates;  Fred  G.  Pearce. 
Altoona  Mirror,  and  Lester  L.  Day,  Carlisle  Sentinel. 


Officers  and  guests  at  Newspaper  Advertising  Executives  Association  convention  in 
Chicago  this  week.  L.  to  r.:  Norman  S.  Rose,  Christian  Science  Monitor;  William  A. 
Thomson,  managing  director.  Bureau  of  Advertising  ANPA;  Col.  Leroy  W.  Herron. 
Washington  |D.  C.)  Star,  NAEA  president;  Dean  Kenneth  E.  Olson,  Medill  School  o* 
Journalism,  Northwestern  University,  guest  speaker;  Forrest  R.  Geneva,  Des  Moines 
Register  and  Tribune,  NAEA  vice-president,  and  Irving  C.  Buntman,  NAEA  secretary- 

treasurer. 


At  NAEA  meeting,  I.  to  r.;  S.  M.  Postle- 
waite,  Hammond  (Ind.)  Times;  L.  E.  Hays, 
Copley  Newspapers;  W.  F.  Dagon,  Spring- 
field  Illinois  State  Journal,  and  Stewart 
McHie,  Hammond  Times. 

(Ind.)  Journal-Gazette.  Twenty-three 
out  of  25  Four-A  agencies  surveyed 
want  the  map  plan,  according  to  Mr. 
Schaefer,  who  endeavored  to  show 
why  the  proposal  was  in  keeping  with 
modern  marketing  trends.  Members 
present,  however,  generally  opposed 
the  plan  as  suggested,  although  some 
expressed  approval  of  the  idea  in 
principle. 

J.  Frank  Duffy,  Gannett  Newspa¬ 
pers,  told  of  Columbia  Broadcasting 
System’s  attempt  to  invade  the  retail 
advertising  field  by  obtaining  depart¬ 
ment  store  sponsorship  in  100  cities  of 
a  symphony  orchestra  program  on  a 
30-week  basis.  Several  advertising 
managers  related  how  department 
stores  in  their  cities  had  been  ap¬ 
proached,  but  had  turned  down  the 
plan  because  of  the  high  cost  and 
doubtful  value  of  this  type  of  program 
to  attract  a  sufficiently  large  audience. 

Special  sections  came  in  for  brief 
consideration  in  the  discussion  led  by 
L.  E.  Keene,  Kalamazoo  (Mich.)  Ga¬ 
zette.  Conclusions  reached  were  that 
special  pages  are  better  for  smaller 
cities  than  for  large;  that  they  do  stim¬ 
ulate  retail  advertising  and  helpTjuild 
linage;  that  they  should  not  be  pro¬ 
moted  unless  they  have  definite  value 
to  the  advertiser. 

Much  practical  knowledge  on  what 
newspapers  can  do  to  develop  local 
advertising  came  out  of  a  panel  dis¬ 
cussion  in  which  the  following  par¬ 
ticipated: 

Non-Advertiteri  Cultivated 

Charles  H.  Carson,  Roanoke  (Va.) 
Times-World,  who  told  of  a  new  plan 
to  cultivate  small  space  users  who  had 
previously  been  non-advertisers;  H.  M. 
McClaskey,  Louisville  Courier-Jour¬ 
nal  and  Times,  who  told  of  selling  27 
new  accounts  through  a  presentation 
based  on  a  survey  of  public  prefer¬ 
ence  for  various  advertising  media,  in 
which  newspapers  rated  59%  among 
men  and  women  as  the  medium  that 
influenced  them  most  in  their  buying, 
as  opposed  to  a  41%  average  rating 
for  all  other  media;  L.  H.  Summy, 
Goshen  (Ind.)  News-Democrat,  who 
related  how  his  paper  has  u.sed  co¬ 
operative  advertising  to  increase  linage 
paid  for  by  the  dealer  and  the  manu¬ 
facturer;  Mr.  Duffy  of  Gannett  News¬ 
papers  who  stressed  the  value  of  ad¬ 
vertising  success  stories  collected  by 
solicitors  and  used  in  selling  new  ac¬ 
counts,  with  the  added  comment  that; 
“An  ad  in  the  paper  is  worth  two  in 
the  budget;”  Sid  Phillips,  Columbus 
Ohio  State  Journal,  who  is  coni^tantly 
cultivating  new  accounts  through  copy 
prepared  by  his  own  department;  and 
D.  A.  Lundgren,  Clinton  (la.)  Herald, 
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advertiser  who  is  lured  into  radio 
often  becomes  successful  in  spite  of 
himself,  because  he  is  sold  a  contract 
for  a  minimum  of  13  weeks.  Magazines 
are  selling  adequacy  and  frequency 
all  of  the  time. 

5.  Newspapers  are  without  a  sound 
working  knowledge  of  competing 
media  and  are  constantly  at  a  dis¬ 
advantage  in  selling  against  them. 

6.  Newspapers  don’t  .sell  advertisers 
on  the  extraordinary  low  basic  cost 
of  newspaper  advertising.  Newspapers 
have  permitted  magazines  to  promote 
the  fiction  that  .magazine  advertising 
is  cheaper  than  newspaper  advertis¬ 
ing. 

7.  Newspapers  don’t  get  close  to  the 
top  executives  of  advertisers  and 
agencies. 

Research  and  Promotion 


Another  NAEA  group.  L.  to  r.;  H.  E.  Swanson,  Moline  (III.)  Dispatch;  B.  H.  Potter, 
Rock  Island  (III.)  Argus;  J.  Frank  Duffy,  Gannett  Newspapers,  and  Buell  W.  Hudson, 
Woonsocket  (R.  I.)  Call. 


whose  staff  uses  syndicate  service  ma¬ 
terial  to  good  advantage  and  sells 
local  adv’ertisers  on  a  weekly  basis  to 
offset  big  end-of-the-month  bills 
which  may  mitigate  against  next 
month’s  linage. 

M.  T.  Reilly,  Chicago  Tribune,  ef¬ 
fectively  refuted  some  of  the  “fuzzy 
arithmetic"  that  has  appeared  in  the 
radio  press  relative  to  radio  coverage 
vs.  the  printed  medium,  by  explain¬ 
ing  results  of  a  recent  Tribune  tele¬ 
phone  survey  of  day-time  radio  pro¬ 
grams,  including  baseball  broadcasts. 

Curb  Needed  on  Radio  Claims 

Pointing  out  the  ABC  has  elimi¬ 
nated  the  "blue  sky”  in  publication 
advertising  as  far  as  circulation  cov¬ 
erage  is  concerned,  Mr.  Reilly  cited 
the  need  for  some  procedure  to  do 
away  with  wild  guesswork  in  deter¬ 
mining  radio  listenership.  He  added 
the  point  to  ponder  concerning  radio 
is  not  the  small  audience  it  actually 
gives  an  advertiser,  but  the  marvelous 
selling  job  radio  does  with  a  compara¬ 
tively  small  listener  following  for  each 
program.  “We  have  as  yet  no  mea¬ 
surement  of  the  reception  to  radio 
commercials,”  he  said. 

Newspapers  are  missing  a  major  bet 
by  not  paving  more  attention  to  out¬ 
door  activities  as  a  course  of  news 
and  advertising  revenue,  Ben  East, 
outdoor  writer  for  the  Booth  News¬ 
papers  of  Michigan,  told  the  group. 
He  predicted  the  day  will  come  when 
every  metropolitan  paper  will  carry 
at  least  one  full  outdoor  page  daily 
and  will  find  it  profitable  as  well  as 
worthwhile  from  a  reader  interest 
standpoint. 

Harry  Gwaltney,  Milwaukee  Jour¬ 
nal  classified  manager,  concluded  the 
Tuesday  session  with  a  talk  on  classi¬ 
fied  advertising  trends,  predicting 
want  ads  will  again  swell  in  volume 
as  business  recovers. 


“Functionally  better,  because  it  is  the 
only  ‘must’  medium,  as  opposed  to 
‘maybe’  mediums.  Take  his  news¬ 
paper  away  from  the  average  Amer- 
age  American  for  three  or  four  days 
and  he  feels  as  if  he  hadn't  shaved 
or  brushed  his  teeth  mentally,  but  he 
can  get  along  nicely  for  months  or 
years  without  either  magazines  or 
radio.  Functionally  better,  because 
it  is  the  only  medium  that  is  sought 
as  much  for  the  buying  advice  con¬ 
tained  in  its  advertising  columns  as 
for  its  editorial  content. 


Brcchenridge  Reports 

Renewed  interest  in  the  Bureau  of 
Advertising’s  expansion  program  was 
evidenced  by  NAEA  members  follow¬ 
ing  the  progress  report  by  Wilder 
Breckenridge.  bureau  sales  manager, 
at  the  opening  session  on  Monday. 
Mr.  Breckenridge  sounded  a  note  of 
encouragement  and  challenged  news¬ 
paper  advertising  executives  to  com¬ 
plete  the  task  they  launched  three 
years  ago.  with  the  birth  of  the 
“United  Front”  movement,  in  out¬ 
lining  a  14-pcint  “indictment”  against 
newspaper  selling  methods,  as  ex¬ 
pressed  by  agency  executives. 

“It  seems  to  be  that  the  newspaper 
indu-stry  is  facing  a  situation  where 
a  better  product  is  being  badly  out¬ 
sold  by  competition,”  declared  Mr. 
Breckenridge. 

“Editorially  better  because  it  is  cus¬ 
tom  tailored  for  each  audience,  rather 
than  cut  to  a  readymade  pattern  de¬ 
signed  to  fit  the  mean  common  de¬ 
nominator  of  all  audiences,”  he  said. 


Gives  14  Points  of  Criticism 

“Advertisingly  better,  because  it  is 
the  only  medium  that  has  ever  stood 
up  under  the  load  of  producing  a 
profit  today  on  the  advertising  dollar 
spent  today.  Advertisingly  better 
because  it  is  the  only  medium  in 
which  the  advertiser  can  match  his 
selling  appeal  to  the  particular  prob¬ 
lems  which  each  market  presents. 
Why,  then,  are  we  being  outsold  by 
competition?” 

In  answer  to  the  last  question,  Mr. 
Breckenridge  launched  into  the  14 
points  which  represent  the  consensus 
of  opinion  of  top  agency  men.  Mr. 
Breckenridge  termed  the  14  points  as 
a  possible  sound  guide  for  future  oper¬ 
ations.  Seven  have  to  do  with  news¬ 
paper  salesmanship;  five  deal  with 
research  and  promotion  and  two  have 
to  do  with  publisher  policies.  They 
follow  in  brief: 

1.  Newspaper  salesmen  sell  news¬ 
papers  not  newspaper  advertising.  It 
is  further  charged  that  most  news¬ 
paper  salesmen  are  not  even  equipped 
to  sell  newspaper  advertising.  Com¬ 
petition,  on  the  other  hand,  sells  the 
medium  first  and  the  vehicle  second. 

2.  Primary  newspaper  sales  tools  are 
amount  of  circulation,  low  rate  and 
volume  of  advertising  linage.  Com¬ 
petition  sells  editorial  merit,  circu¬ 
lation  vitality  and  advertising  pro¬ 
ductivity. 

Fighting  "Lost  Wars" 

3.  Newspapers  spend  as  much  or 
more  time  fighting  lost  wars  as  they 
do  in  preparing  to  win  the  next  one. 
Not  so  with  competition.  Ninety- 
five  per  cent  of  competitive  selling  is 
against  future  business,  not  trying  to 
salvage  what  is  already  over  the  dam. 
Newspapers  generally  seem  to  feel  that 
torpedoing  the  agency’s  list  is  a  great 
good  will  builder.  Incredible  pres¬ 
sure  is  brought  on  retailers,  district 
managers  and  branch  managers,  and 
this,  in  turn,  is  pas.sed  back  through 
the  client  to  the  agency  and  makes 
them  dread  the  aftermath  of  a  news¬ 
paper  list. 

4.  Newspapers  accept  inadequate 
schedules  without  protest  and  should 
anticipate  unsatisfactory  sales  re.sults. 
Newspapers  also  attempt  to  split  one- 
paper  schedules  into  two  or  three 
totally  futile  ones.  Comp>etition  ham¬ 
mers  consistently  at  adequacy.  The 


8.  The  new.spaper  industry,  gen¬ 
erally  speaking,  is  backward  in  the 
preparation  of  adequate  market  data. 
Practically  every  big  company  in  the 
liquor  industry  is  floundering  around 
seeking  accurate  data  on  markets. 
Without  excention,  they  have  ex¬ 
pressed  the  hope  that  the  news¬ 
papers  might  supply  such  data. 

9.  Newspaoers  are  permitting  dealers 
to  be  won  awav  by  radio  and  are  neg¬ 
lecting  the  dealer  education  work 
that  they  once  did  so  ably. 

10.  Too  much  newsoaper  promotion 
is  devoted  to  comoetitive  linage;  too 
little  to  editorial  and  advertising 
values  and  to  successful  local  and  na¬ 
tional  newspaper  promotions. 

11.  There  is  an  absence  of  sound 
research  on  newspaper  readership. 

12.  There  is  a  lack  of  factual  re¬ 
search  on  newspaper  advertising 
readership. 

Publisher  Policies 


13.  Newspaper  rate  structures  en¬ 
courage  neither  continuity  nor  ade¬ 
quacy  of  use.  There  are  few,  if  any, 
newspapers  which  offer  continuity 
discounts  to  the  national  advertiser, 
and  of  all  the  newspapers  publi.shed 
in  markets  of  over  50,000  population, 
only  23.6%  have  open  national  rates. 
As  against  this,  92%  of  these  same 
papers  have  open  local  rates. 

14.  The  rate  differential  question. 
The  recent  ANA  study  shows  that 
the  average  differential  is  around  40%, 
but  it  shows  further  that  the  range 
before  deducting  agency  discount  at 
the  10,000  line  rate  is  from  minus 
14.8%  to  plus  218.6%.  However,  the 
advertiser  is  not  particularly  logical 
in  his  discussion  of  the  rate  differen¬ 
tial,  since  in  most  instances  he  con¬ 
cedes  that  he  is  paying  a  fair  price 
for  space,  but  like  the  dog  in  the 
manger,  says  the  local  advertiser  is 
paying  too  little. 

Mr.  Breckenridge  stated  the  bureau 
has  elected  to  concentrate  on  a  com¬ 
paratively  small  group  of  advertisers 
and  agencies,  referring  to  193  adver¬ 
tisers,  who,  in  1937,  represented  more 
than  56%  of  all  newspaper  general 
linage;  57%  of  all  magazine  expendi¬ 
tures;  and  93%  of  all  chain  radio  time 
charges.  The  26  agencies  to  be  con¬ 
tacted  placed  more  than  60%  of  all 
national  advertising,  he  said. 

"Too  Much  Loose  Talk" 

Referring  to  point  11  and  12  in  the 
14-point  program  outlined,  he  as- 
.serted: 

“I  think  all  of  us  are  agreed  that 
there  has  been  much  loose  talk  about 
newspaper  readership,  particularly 
about  the  low  reader.ship  of  the  ‘aver¬ 
age’  black  and  white  newspaper  ad¬ 
vertisement.  Mo.'t  of  these  conversa¬ 
tional  flights  of  fancy  have  purported 
to  quote  Dr.  George  Gallup.  .  .  .  Now 
the  truth  of  the  matter  is  that  George 
Gallup  never  made  any  statement 
v/hich  possibly  could  be  construed  as 
indicating  that  there  was  such  a 
thing  as  an  ‘average’  advertisement, 
or  that  the  advertiser’s  opportunity 


to  get  reader-attention  was  limited  b| 
anything  other  than  his  ability  ti 
use,  and  use  well,  the  white  spa. 
that  he  bought.  However,  this  kuis 
of  talk  has  hurt  newspapers  and  hu.^ 
us  in  the  very  sensitive  pocketlv..; 
nerve.  It  has  been  used  by  adver¬ 
tising  agencies  as  an  alibi  for  p,. 
use  of  our  medium,  and  it  has  su' 
plied  competition  with  an  aiiiunit 
for  the  use  of  magazines  or  radio : 
preference  to  newspapers.” 

He  stated  efforts  are  being  made : 
devise  a  plan  whereby  it  might  r 
possible  to  initiate  a  continuing 
of  a  broad  cross-section  of  nm .' 
papers,  using  the  Gallup  method.  He) 
said  such  a  study  would  produce;; 
formation  on  the  editorial  side  of  vl-  p 
interest  to  every  newspaper  publisher) 
and  would  furnish  information  of  thef 
advertising  use  of  newspapers  wh' 
would  “lay  for  all  time  this  thei: 
that  there  is  an  arbitrary  limitation 
any  given  unit  of  space,  and  wo  ^ 
show  that  the  advertiser  gets  out 
his  newspaper  space  just  exactly  wr 
he  and  his  agency  are  capable  •  g 
putting  into  it.”  ^ 

President  Leroy  W.  Herron,  Wail-:  si 
in gton  (D.  C.)  Star,  urged  continued)  r 
co-operation  and  sympathetic  under- 1  p 
standing  of  NAEA  members  in  the 
bureau’s  expansion  program.  "We  tl 

must  keep  behind  this  movemeni  ti 

he  said,  “we  started  it  and  it  is  our  a 

job  to  keep  the  plan  ‘sold’  to  news-  v 

papermen  generally.”  p 

lowa-lllinoit  Plan  Explained  v 
The  convention  opened  Mondiv  ^ 

morning  with  a  discussion  led  by  1.1  ^ 

Buckwalter,  Lancaster  (Pa.)  New;-  ® 

papers,  on  relieving  members  of  tb 
sales  staff  from  writing  retailers  ^ 

copy.  Lee  P.  Loomis,  Mason  Citj 
(la.)  Globe-Gazette,  followed  with  a 
brief  explanation  of  the  lowa-Illinois 
plan  for  developing  national  linaee) 
for  smaller  newspapers.  t; 

H.  P.  Diehl,  Montreal  Star,  su£-  t 
gested  a  plan  be  devised  to  sell  loci  d 
dealers  and  distributors  on  the  profit-  I 
bearing  use  by  manufacturers  of  na-  h 
tional  newspaper  advertising.  He 
suggested  such  an  objective  can  be)  g 
attained  through  a  co-ordinated  per-|  c 
sonal  contact  campaign,  preceded  by|  ti 
a  series  of  promotion  ads  in  news-1  c 
papers,  emphasizing  the  power  oft  c 
newspaper  advertising  in  movinij  i 
goods  off  dealers’  shelves.  s 

H.  W.  Manz,  Cincinnati  Post,  in ^ 
off-the-record  discussion,  told  of  hisj  f 
newspaper’s  experience  in  operatiri]  ® 
its  advertising  department  on  a  five- 1  ® 
(Continued  on  page  28) 


Ohioans  attending  NAEA  meeting.  L 
r.:  Charles  J.  Sheppard,  A.  E.  ClayC' 
Inc.;  H.  R.  Schaffner,  Canton  Repositc 
R.  F.  Fletcher,  Portsmouth  Times, 
Charles  B.  Hinkle,  Lima  News. 
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AP  General  Manager  Predicts  News  and  Photo 
Transmission  on  Same  Wire  .  .  .  Harrison 
Urges  Travel  Funds  for  Newsmen 
By  ARTHUR  T.  ROBB 


CLEVELAND.  Oct.  17 — The  anatomy 
of  newspapers,  present  and  future, 
received  a  three-day  going-over  at 
the  hands  of  150  editorial  executives, 
meeting  last  week  for  the  sixth  time 
as  the  Associated  Press  Managing  Edi¬ 
tors’  Association.  The  attendance  rep¬ 
resented  newspapers  on  both  Atlantic 
and  Pacific  Coasts,  from  the  deep 
South  and  the  Northwest,  and  was 
considered  by  speakers  at  the  final 
session.  Saturday,  as  marking  the  ar¬ 
rival  of  full  growth  after  several  ex¬ 
perimental  years. 

Arresting  among  the  predictions  for 
the  future  of  journalism  was  the  dic¬ 
tum  of  Kent  Cooper,  AP  general  man¬ 
ager,  that  the  coming  newspaper 
would  be  50Gr  word  text  and  50% 
pictures,  that  both  news  and  pictures 
would  come  over  the  same  wire  and 
that  news  would  be  received  instan¬ 
taneously  a  sheet  at  a  time.  Mr.  Coop¬ 
er  made  his  statement  with  charac¬ 
teristic  simulicity  and  sincerity  at  the 
close  of  Friday’s  session,  but  he 
found  no  followers  among  Saturday’s 
speakers. 

PictHres  Increasing  Importance 

Pictures  are  of  increasing  impor¬ 
tance,  all  agreed.  Their  selection  and 
technical  treatment  kept  the  ball  of 
discussion  bouncing  high  throughout 
Friday  afternoon,  but  the  wordsmiths 
had  their  inning  after  that. 

Good  text  is  in  demand  as  well  as 
good  pictures,  according  to  John  Pas- 
chall,  managing  editor,  Atlanta  Jour¬ 
nal.  Newspapers  need  reporters  who 
can  give  the  reader  an  attractive  and 
complete  picture  in  words.  Grey  col¬ 
umns  of  good  text  are  not  an  eye 
strain,  he  contended,  controverting 
Mr.  Cooper’s  theory  that  the  news¬ 
paper  of  the  future  would  have  to 
attract  the  reader  by  expert  use  of  art 
as  well  as  of  information. 

Similar  views  on  the  need  for  good 
writing  by  expert  men  and  women,  to 
he  paid  accordingly,  were  expressed 
by  George  W.  Healy,  Jr.,  managing 
editor,  New  Orleans  Times-Picayune, 
who  was  chairman  of  the  session  on 
“Newspaper  Style  and  Dress.”  He 
called  on  the  AP  for  undated  leads  on 
running  stories  which  kept  pace  with 
fast-changing  developments  in  the 
news  and  did  not  trail  them  by  sev¬ 
eral  hours.  A  strong  believer  in  pic¬ 
tures,  Mr.  Healy  finds  them  for  sub¬ 
stitute  for  a  well-told  story  that  gives 
the  reader  in  terse  and  complete  terms 
a  knowledge  of  the  day's  events. 

Another  commander  of  grey  col¬ 
umns  of  type  is  C.  G.  Wellington, 
assistant  managing  editor,  Kansas  City 
Star,  in  charge  of  its  morning  edition. 
The  Star  is  habitually  conservative 
in  make-up,  he  told  the  meeting.  It 
has  few  street  sales,  its  morning  and 
evening  circulation  are  almost  com¬ 
pletely  among  the  same  readers,  and 
the  readers  regard  it  as  a  member  of 
the  family.  A  departure  by  the  Star 
•nto  sensational  make-up  would  not 
be  welcomed  by  its  intimate  followers 
in  Kansas  and  Missouri. 

Telit  of  34  Stories  on  Page  1 
Usually  the  morning  paper,  he  says, 
makes  up  with  single  column  heads. 
A  top-head  story  like  the  recent  East- 


Kent  Cooper  G.  W.  Healy,  Jr. 

ern  hurricane  took  a  four-column 
head  in  the  center  columns  and  the 
page  carried  two  pictures  of  unusually 
large  size  for  the  Star.  Two-column 
heads  are  fairly  frequent  on  impor¬ 
tant  news.  Stories  are  tightly  edited, 
he  said,  and  even  the  stiff  copy-read¬ 
ing  of  the  AP,  described  on  'Hiursday 
by  Byron  Price,  executive  news  editor 
of  the  AP,  was  not  concise  enough  for 
Star  standards.  As  a  result  of  the 
small  heads  and  the  close  editing,  the 
morning  paper  recently  averaged  34 
stories  a  day  on  page  1  for  a  month, 
while  the  evening  edition  averaged  30. 
On  one  day,  the  morning  paper  had 
46  page  one  stories,  with  16  inches 
of  cuts.  Liberal  use  of  pictures  is 
now  routine  with  the  Star,  the  recent 
hurricane  story  carrying  two  or  more 
pages  a  day  for  several  days. 

“Picking  a  Staff  Today”  was  the 
title  assigned  to  A.  Y.  Aronson,  man¬ 
aging  editor,  Louisville  Times.  He 
opened  witl/the  comment  that  an  edi¬ 
tor  has  about  “as  much  chance  of 
picking  his  staff  as  he  has  of  picking 
his  relatives.”  But,  despite  the  lega¬ 
cies  from  predecessors  and  the  pres¬ 
ence  of  men  who  have  earned  per¬ 
manence  by  competent  service,  Mr. 
Aronson  demonstrated  some  theories 
on  staff  selection. 

How  Sto'ff  li  Picked 

College  men  are  preferred  for  the 
discipline  and  information  they  have 
received  in  advance  of  entering  jour¬ 
nalism.  Their  disadvantage  is  that 
they  may  not  welcome  a  beginner’s 
assignments  at  beginner’s  pay  and  they 
may  enter  the  job  handicapped  by  the 
notion  that  it  is  beneath  their  capabili¬ 
ties.  Mr.  Aronson  advised  editors  to 
recruit  their  staffs  from  the  boys  who 
are  graduating  from  nearby  high 
schools  and  intend  to  go  to  college. 
Break  them  in  then  and  in  succeeding 
summers  as  beginners  and  in  four 
years  you  have  a  hand-picked  group 
trained  in  the  paper’s  style  and  meth¬ 
ods  and  proud  of  their  place  on  its 
staff.  A  good  staff  .should  not  be  en¬ 
tirely  composed  of  college  men,  he 
said. 

He  cited  several  rules  that  the  Times 
office  applies  to  its  staff.  Lead  sen¬ 
tences  are  limited  to  35  words.  "Will 
is  barred  from  news  copy  except  in 
quotation  marks.  Reporters  keep  du¬ 
plicates  of  all  stories  and  are  encour¬ 
aged  to  check  them  against  the  pub¬ 
lished  story.  In  the  last  analysis,  he 
said,  reporters  are  trained  by  other 
reporters,  rather  than  by  the  execu¬ 
tives.  To  the  objection  that  his  system 
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of  training  young  men  deprived  the 
paper  of  men  whose  experience  had 
been  gained  in  other  cities,  he  coun¬ 
tered  that  it  produced  men  who  knew 
their  own  city  thoroughly  and  were 
competent  in  the  paper's  style  of 
writing  news. 

Cleveland  papers  found  headline¬ 
worthy  his  statement  that  mature 
women — widows  and  husband-sup- 
porters  —  made  better  newspaper 
workers  than  youthful  aspirants. 

“I  have  had  so  little  success  with 
girls  fresh  from  high  school  and  col¬ 
lege  that  my  women's  departments 
have  been  dubbed  by  a  staff  wit  'the 
maturity  ward.’  Once  women  settle 
down  to  newspaper  work  as  a  career, 
they  are  valuable  members  of  the 
staff.  They  have  their  limitations,  but 
so  have  men.  But  I  prefer  to  take 
them  when  they  have  spent  their  salad 
days  somewhere  else.  Give  me  a 
widow,  mother,  or  husband-suuporter 
every  time  in  preference  to  girls  with 
their  heads  in  the  sky  and  their  brains 
in  a  whirl.” 

A  real  fat  fry  followed  the  remarks 
of  Manfred  Gottfried,  managing  edi¬ 
tor  of  Time. 

Sports,  Science  Writing  Discussed 

Sports  news  at  its  best  is  the  best 
element  of  writing  in  modem  papers, 
he  declared.  Sports  writers  make  word 
pictures  which  are  often  missing  from 
general  news.  Scientific  writing,  too, 
lacks  the  element  of  expert  knowledge 
on  the  part  of  both  writer  and  readers 
that  gives  vitality  to  sport  reporting. 
Politics  suffers  no  such  disability, 
since  knowledge  of  the  technique  of 
politics  is  almost  as  general  in  and 
cut  of  newspaper  offices  as  it  is  of 
sports.  Most  political  writing  has  the 
touch  of  immediacy  that  is  lacking 
in  the  reports  of  science. 

Business  news,  in  Mr.  Gottfried’s 
opinion,  is  the  least  well  covered  of 
anything  in  newspapers.  Although  it 
is  a  universal  occupation  and  its  de¬ 
tails  are  of  major  interest  to  every 
reader,  the  news  of  busine.ss  as  now 
generally  handled  does  not  give  pic¬ 
tures  of  personalities  and  is  often  as 
devoid  of  background  as  are  the  sci¬ 
ence  reports. 

He  conceded  in  answers  to  numer¬ 
ous  questions  that  business  is  often 
more  difficult  to  report  than  other 
news  activities.  Business  men  may  not 
wish  the  public  to  know  the  back¬ 
ground  details  of  a  major  transaction 
and  may  even  make  it  extraordinarily 
difficult  for  reporters  to  get  essential 
facts,  but  neither  of  these  circum¬ 


stances  released  the  newspaper  of  its 
obligation  to  present  them.  A  reporter 
as  well  acquainted  in  business  circles 
as  are  the  ptolitical  and  sports  staffs 
in  their  own  areas  would  give  business 
news  the  vitality  it  now  lacks. 

Most  of  the  questions  that  were 
popped  at  Mr.  Gottfried  concerned 
Time’s  technique — a  subject  of  con¬ 
versational  and  controversial  interest 
wherever  newspaper  editors  gather. 
There  is  no  “Time  style,”  he  said,  to 
the  evident  astonishment  of  several 
questioners.  Descriptive  words  like 
"dumpy,”  “buck-toothed,"  "paunchy” 
are  used  by  Time  to  give  its  readers 
a  definite  personality  view  of  the  peo¬ 
ple  who  are  in  the  news,  and  to  the 
remark  that  “newspapers  could  not  get 
,  away  with  that.”  Mr.  Gottgried  la¬ 
conically  replied,  "Why  net?"  There 
was  no  answer. 

Harrison  Urges  Travel  Funds 
The  meeting  ended,  appropriately, 
with  an  idea  from  Walter  M.  Harrison, 
managing  editor,  Oklahoma  City  Ok¬ 
lahoman  and  Ti)»ies.  and  retiring 
chairman  of  the  association. 

“I  was  going  to  whisper  this  in  the 
ear  of  Editor  &  Publisher,"  he  said, 
“but  I  think  it’s  good  enough  to  be 
made  in  public.  I  suggest  that  pub¬ 
lishers,  instead  of  buying  a  yacht  or 
endowing  a  library,  set  aside  a  few 
thousand  dollars  each  year  so  that 
the  young  men  of  t’neir  staffs  could 
travel  in  this  country  and  abroad.  I 
can  assure  you  that  nothing  would  re¬ 
turn  more  useful  dividends  to  news¬ 
papers  than  a  growing  group  of  young 
editorial  men  who  know  how  other 
peoples  live  and  why  they  act  as  they 
are  reported  in  our  news  columns.” 

Mr.  Harrison,  who  recently  returned 
to  his  desk  after  a  summer  in  Europie 
as  an  AP  reporter,  also  commented 
upon  the  association's  choice  of  New 
York  for  the  1939  meeting. 

“I  was  disappointed  at  first.”  he  re¬ 
marked,  “because  I  know  from  ex¬ 
perience  that  it  is  difficult  at  best  to 
hold  a  group  together  in  a  city  like 
New  York,  especially  with  a  world’s 
fair  added  to  other  distractions.  But 
last  night  I  talked  with  some  of  the 
young  managing  editors  who  were 
elected  to  the  executive  committee 
and  I  was  astounded  to  learn  that  they 
had  chosen  New  York  because  many 
of  them  had  never  had  the  opportunity 
to  visit  it.  It  is  amazing  that  this  con¬ 
dition  exists,  but  it  does,  and  I’m  glad 
that  their  chance  will  come  next  year. 
I  hope  many  of  them  will  take  advan¬ 
tage  of  it,  and  that  despite  the  distrac¬ 
tions,  the  meeting  will  be  as  well  at¬ 
tended  and  as  productive  of  informa¬ 
tion  as  this  one  has  been.” 

Seision  on  Pictures 
All  day  Friday  was  devoted  to  tech¬ 
nical  discussion  of  pictures,  led  by 
W.  C.  Stouffer,  managing  editor, 
Roanoke  (Va.)  World-News.  Much 
of  the  debate  was  “in-the-family” 
criticism  of  picture  services  in  general 
and  of  AP  in  particular,  and  of  sug¬ 
gestions  for  improvement  of  the  latter. 
Many  of  the  thorns  bore  roses,  how¬ 
ever.  Especially  true  was  that  of  the 
papers  read  by  Carl  E.  Brazier,  Seattle 
Times,  and  Fred  Gaertner,  Detroit 
News. 

Mr.  Brazier’s  paper,  westernmost 
client  of  Wirephoto,  has  the  time  ad¬ 
vantage  over  Eastern  papers  and  uses 
it  to  full  advantage.  Front  page  dis¬ 
play  of  pictures  received  up  to  edition 
time  keep  the  Times’  readers  pic- 
torially  abreast  of  the  textual  news. 

Picture  stories  have  been  expertly 
used  in  great  number  by  the  Detroit 
News,  Mr.  Gaertner  told  the  editors. 
Human  interest  series  predominate, 
often  in  successive  pairs.  How  wives 
and  husbands,  men  and  women,  ex¬ 
ecutives  and  secretaries,  etc.,  react  in 
day-to-day  relationships  are  typical 
pair  scries  that  the  News  has  printed 
(Continued  on  page  20) 


Strike  Enters 
Fourth  Week  In 
Wilkes-Barre 

Deadlock  Continues  But 
Sunday  Independent  Opens 
Negotiations  With  Guild 

Although  reports  early  this  week  in¬ 
dicated  a  settlement  was  near  in  the 
strike  called  Oct.  1  by  the  American 
Newspaper  Guild  against  Wilkes- 
Barre's  four  newspapers — the  Record, 
Times-Leader,  Evening  News  and 
Sunday  Independent — there  was  little 
hope  for  a  general  resumption  of  pub¬ 
lication  as  Editor  &  Publisher  went  to 
press  Thursday. 

Owners  of  the  three  daily  newspa- 
p>ers  were  supposed  to  have  conferred 
with  guild  committeemen  Wednesday, 
Oct.  19.  on  matters  relating  to  guild 
jurisdiction  and  also  on  a  plan  of  set¬ 
tlement  but  for  an  unannounced  rea¬ 
son  no  conference  was  held.  It  was 
after  news  revealing  no  meeting  had 
been  held  that  hopes  fell  for  a  re¬ 
sumption  of  publication  this  week. 

It  was  also  learned  that  the  pub¬ 
lishers  had  asked  the  National  Labor 
Relations  Board  “to  proceed  with  the 
probe  of  guild  charges”  of  unfair  labor 
practices  filed  against  the  publishers 
by  the  guild  and  “certify  the  bargain¬ 
ing  agencies"  in  negotiations  for  a  new 
guild  contract. 

The  executive  committee  of  the  local 
guild  has  filed  a  complaint  with  the 
FCC  against  radio  station  WBRE  of 
Wilkes-Barre,  charging  it  has  been 
unable  to  buy  time  on  the  station. 
The  strikers  say  that  after  being  un¬ 
able  to  buy  time,  they  secured  the  use 
of  time  paid  for  by  the  CIO  and  that 
later  the  station  shifted  the  periods. 
The  complaint  also  alleges  that  the 
radio  station  owners  sought  to  bring 
about  the  defeat  of  the  newspaper 
strike. 

Coast  Agreement 

ACCEPTANCE  of  an  agreement 
posted  by  the  Stockton  (Calif.)  Rec¬ 
ord,  published  by  Irving  Martin,  Sr., 
was  announced  this  week  by  Mel  Ben¬ 
nett,  president.  Stockton  Newspaper 
Guild.  The  local  guild  agreed  to  the 
working  conditions  provided  despite 
the  national  guild  organization’s  re¬ 
jection  of  the  proposal  after  Ross  Wil¬ 
liams.  business  manager,  explained 
that  nothing  in  the  terms  was  to  be 
construed  as  enabling  wage  reduc¬ 
tions  during  1938  for  those  above  the 
posted  scale. 

Guild  Wins  in  Indiana 

THE  INDIANAPOLIS  Newspaper 

Guild  has  won  an  NLRB  election 
among  Indianapolis  Times  business 
office  employes,  Robert  H.  Cowdrill, 
regional  director  for  the  board,  has 
announced.  Of  99  votes  cast,  the  guild 
received  52;  39  voted  against  and  eight 
were  challenged.  The  election  ex¬ 
cluded  executives,  confidential  em¬ 
ployes,  country  sales  managers,  street 
sales  managers,  station  captains,  in¬ 
dependent  contract  haulers  and  em¬ 
ployes  hired  since  June  24.  Negotia¬ 
tions  for  a  commercial  department 
contract  began  Oct.  17. 

PORTLAND  CHANGES 

Portland,  Ore.,  Oct.  17 — Fred  Du 
Rette,  formerly  composing  room  su- 
jierintendent  on  the  old  Portland  Tele¬ 
gram,  was  appointed  to  the  same 
position  on  the  Portland  Oregonian 
last  week  by  Palmer  Hoyt,  new  man¬ 
ager.  George  P.  Griffis,  formerly 
national  advertising  manager,  was 
named  purchasing  agent  and  building 
superintendent. 


Retailers  to  Spend 
$1,000,000  in  Radio 


EDITOR  &  PUBLISHER 

Hill  Blackett 
Outlines  Agency's 
23-Point  Plan 


63  Stores  Now  Co-operating  on  Institutional 
Program  Over  National  Hookup  . . .  CBS  Seeking 
7.00  Stores  ...  To  Use  Philharmonic  Orchestra 


SIXTY-THREE  retail  establishments 

in  32  cities  throughout  the  country 
have  designated  their  willingness  to 
co-operate  in  a  81,000,000  radio  net¬ 
work  program  of  an  institutional  na¬ 
ture,  it  was  discovered  this  week. 

The  radio  retail  program  idea  was 
originated  by  the  Columbia  Broad¬ 
casting  System  and  broached  to  Saul 
Cohn,  president  of  the  National  Retail 
Dry  Goods  Association,  who  in  turn 
presented  it  to  the  retailers  of  the 
country,  Mr.  Cohn  told  Editor  &  Pub¬ 
lisher  Thursday.  Two  hundred  stores 
have  been  set  as  the  goal  by  Columbia. 

Tentative  plans,  it  was  learned,  call 
for  a  30  or  50  week  program  once  a 
week  by  the  New  York  Philharmonic 
Symphony  Orchestra.  The  orchestra 
now  plays  two  hours  Sunday  after¬ 
noons  on  a  Columbia  network.  It  is 
believed  the  proposed  program  will 
be  one  hour  Thursday  nights. 

Local  Announcements 

A  reliable  authority  said  plans  call 
for  the  first  broadcast  on  Nov.  17.  It 
is  probable  that  Edwin  C.  Hill  or 
Gabriel  Heatler  will  act  as  the  com¬ 
mentator  on  the  program.  The  com¬ 
mercial  announcement  on  the  national 
hook-up  will  be  of  a  purely  institu¬ 
tional  nature,  advancing  the  cause  of 
the  retail  store.  Local  stores  are  to 
have  the  privilege  of  breaking  into  the 
program  through  their  local  stations 
with  their  own  institutional  announce¬ 
ments. 

At  least  eight  New  York  department 
stores  have  been  lined  up  for  the  pro¬ 
gram,  it  was  learned,  including  Lord 
&  Taylor,  Bloomingdale’s,  Macy's,  Alt¬ 
man’s  and  Bamberger’s.  Charge  for 
participation  is  expected  to  be  made 
on  a  pro  rata  basis  according  to  the 


population  of  the  area  and  the  num¬ 
ber  of  stores  in  the  city  co-operating. 

Mr.  Cohn  stated  there  is  a  “miscon¬ 
ception  on  the  part  of  the  press  as  to 
the  purpose  of  the  broadcasts.”  The 
purpose,  he  said,  is  to  do  certain 
things  which  cannot  be  done  by  other 
advertising.  People  will  not  read  about 
the  part  retail  stores  play  in  building 
up  the  communal  life  of  a  community, 
but  they  will  listen  to  it,  he  said.  Com¬ 
plaints  and  opposition  from  the  press 
on  this  program  are  a  “confession  of 
weakness,”  he  stated. 

Won't  AfFect  Dailies'  Ads 

When  asked  whether  the  money 
spent  in  radio  will  be  an  additional 
appropriation  or  will  come  out  of  the 
newspaper  advertising  allowance,  Mr. 
Cohn  said  that  in  a  town  like  Birming¬ 
ham,  where  three  or  four  retailers 
plan  to  spend  $50  each  a  week  for  sev¬ 
eral  weeks,  it  doesn’t  seem  that  it  will 
be  enough  to  endanger  the  advertising 
appropriation. 

A  CBS  statement  Thursday  said: 

“Interest  on  the  part  of  retail  mer¬ 
chants  in  sponsoring  this  orchestra’s 
concerts  co-operatively  to  tell  the 
story  of  retailing  has  been  manifested 
in  more  than  50  cities  on  the  Columbia 
network.  This  manifestation  has  been 
accompanied  by  requests  from  many 
merchants  to  have  the  opportunity  of 
sponsoring  a  Philharmonic  program 
at  an  evening  instead  of  a  daytime 
hour,  and  plans  are  in  preparation 
which  may  make  possible  an  addi¬ 
tional  series  of  concerts  at  an  evening 
hour  to  start  later  in  the  season. 

“More  than  90  merchants  through¬ 
out  the  country  have  responded  with 
enthusiasm  to  this  plan  in  which  the 
orchestra  would  be  presented  as  usual 
from  Carnegie  Hall.” 


STORM  WORK  PRAISED 

Directors  of  the  Hartford  (Conn.) 
Courant  Oct.  11  adopted  a  resolution 
praising  the  “zeal,  industry  and  pro¬ 
ficiency”  displayed  during  the  recent 
flood  and  after  the  hurricane  by  the 
personnel  of  all  departments  of  the 
paper. 


FCC  DENIES  PERMIT 

Washington,  D.  C.,  Oct.  17 — The 
Federal  Communications  Commission 
has  denied  the  application  of  the  Times 
Printing  Company,  publisher  of  the 
Chattanooga  (Tenn.)  Times,  for  au¬ 
thority  to  construct  and  operate  a 
new  broadcasting  station. 


U.  S.  PREPARING  RULING  ON  NEWSBOY  STATUS 

WASHINGTON,  D.  C.,  Oct.  19— The  status  of  newsboys  under  the  wage  and 
hour  law  will  be  clarified  in  an  official  interpretation  now  being  prepared 
by  the  Children’s  Bureau,  Department  of  Labor,  but  which  will  not  be  avail¬ 
able  until  “the  end  of  the  week.”  Because  the  child  labor  features  of  the 
Labor  Standards  Act  will  be  administered  by  the  Children’s  Bureau,  the 
forthcoming  interpretation  will  be  issued  independently  of  Administrator 
Elmer  F.  Andrews,  but  it  will  be  as  binding  upon  the  industry  as  will 
Andrews’  ruUngs  with  reference  to  newspaper  publishing  employes.  The 
Children’s  Bureau  is  expected  to  write  a  prohibition  against  carriers  under 
the  age  of  14  years. 

NEWSPAPER  EDITIONS  SET  WEEKDAY  RECORDS 

THE  Washington  Evening  Star  on  Oct.  14  published  the  largest  weekday  edi¬ 
tion  of  its  more  than  75  years  of  existence.  A  page  one  announcement 
said:  “The  previous  record  was  reached  when  the  Star,  on  Friday,  Dec.  14, 
1928,  printed  a  total  of  80  pages.  Compared  to  that  issue,  today’s  Star  con¬ 
tains  82  pages,  as  16  of  the  total  of  90  are  tabloid  or  half-size  pages.”  The 
16  half-pages  were  placed  by  a  chain  drug  company  in  a  special  campaign. 
The  Atlanta  Georgian  Oct.  14  published  56  pages,  the  largest  weekday  edition 
in  its  history. 

SEPARATE  HEARST  SUPPLEMENT  SALES  STAFFS 

JOSEPH  V.  CONNOLLY,  general  manager  of  the  Hearst  Newspapers,  an¬ 
nounced  Wednesday  the  separation  of  the  selling  staffs  of  The  American 
Weekly  and  Puck — The  Comic  Weekly.  Mortimer  Berkowitz  will  continue 
as  general  manager  of  The  American  Weekly,  in  charge  of  advertising  and 
all  other  departments.  Hawley  Turner  will  be  advertising  director  of  Puck — 
The  Comic  Weekly.  He  was  formerly  on  the  sales  staff. 


Talks  on  Method  of  Checking 
Advertising  Copy  Before 
Chicago  Federated  Ad  Club 

Although  prefacing  his  talk  with 
the  assertion  that  he  does  not  'will- 
ingly”  give  the  trade  press  the  right 
to  publish  his  “23  points”  for  check¬ 
ing  advertising  copy.  Hill  Blackett, 
president  of  Blackett-Sample-Hum- 
mert,  Inc.,  outlined  his  agency’s  tech¬ 
nique  at  the  opening  night  of  the 
Chicago  Federated  Advertising  Club's 
lecture  course,  Oct.  11.  More  than 
1.000  attended  the  meeting. 

Mr.  Blackett  referred  to  the  Town¬ 
send  27-point  system  as  “basically 
sound  in  theory,”  stating  he  believed 
the  plan  represents  something  that 
should  be  kept  alive  in  the  advertis¬ 
ing  business.  He  credited  Claude 
Hopkins,  his  former  associate  at  Lord 
&  Thomas,  with  a  15-point  program, 
similar  in  many  respects  to  the  Town¬ 
send  system.  To  Mr.  Hopkins’  15 
points,  Mr.  Blackett  has  added  eight 
of  his  own. 

Highlights  of  Mr.  Blackett’s  23-point 
plan  of  checking  advertising  copy 
follow: 

Highlights  of  Plan 

Accurate  knowledge  of  advertising 
results  come  from  five  sources:  re¬ 
turns  from  mail  order  copy;  retail 
store  copy;  number  of  consumer  in¬ 
quiries  from  copy  seeking  such  a 
response;  comparative  sales  in  dif¬ 
ferent  distribution  areas  (particularly 
applicable  to  low  priced  products): 
and  house-to-house  consumer  in-  f 
quiries. 

Merchandise  is  sold  for  one  of  four 
reasons:  price,  quality,  benefit  o: 
usage.  Advertising  copy  should  util¬ 
ize  one  or  more  of  these  reasons,  he 
said. 

Instinct  is  the  motivating  factor  ir 
consumer  purchases.  Copy  should  ap¬ 
peal  to  one  or  more  of  the  following 
instincts:  gregarious,  sex,  recreation. 
self-preservation  or  nutritive.  The 
strongest  of  these  among  men,  he  said, 
is  gregarious.  Sex  is  the  strongest  ir. 
women. 

Ad  Appeal  to  Fit  Habits 

Few  products  have  any  intrinsic 
value,  therefore  copy  must  translate 
what  the  advertiser  has  to  sell  k 
terms  of  what  the  buyer  wants.  Likf' 
wise,  he  added,  it  is  essential  to  con¬ 
struct  advertising  appeal  to  fit  the 
reading  habits  of  the  public. 

Headlines  are  particularly  important 
and  should  contain  four  of  the  fi'e 
W’s,  namely,  who,  what,  when  anc 
where.  The  fifth  W,  why,  serves  best 
in  the  copy  itself,  rather  than  in  the 
headline.  He  suggested  headlines 
should  appeal  to  the  selfish  inter^ 
of  the  reader,  adding  that  the  name® 
product  is  not  usually  essential  to 
the  headline.  He  referred  to  the  brant 
name  as  only  a  “handle”  and  said  C 
should  be  mentioned  at  'he  bottom®^ 
the  copy. 

He  emphasized  the  importance  « 
copy  being  specific,  mentioning  fatf-' 
and  figures  whenever  possible. 
urged  simplicity  of  appeal,  restricting 
copy  to  one  service  or  idea.  Ra<*- 
continuity,  he  said,  if  it  has  a  ba*- 
idea,  should  be  stressed  three  tifflos 
in  one  commercial  if  directed  ttj 
adults,  and  five  times  if  directed  tt 
children. 

All  copy,  he  added,  should  •• 
checked  against  previous  copy  for  t-'- 
same  product  on  which  results  ha 
been  tabulated. 
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Inland  Warned  Press  Freedom 
Imperiled  in  U.  S.,  Canada 


"Bacillus  Hitlerius”  Infecting  North  America, 
Dean  Snyder  Tells  Convention  .  .  .  Wage-Houi; 
Low,  ABC  Map  Plan  Engross  Publishers 


(By  Iciryr, It'll  to  EniT<iR  &  I’i  blishf.r) 

CHICAGO,  Oct.  19 — A  program  which 

crammed  into  two  days  discussions 
touching  every  phase  of  journalism 
was  completed  this  evening  by  the 
Inland  Daily  Press  Association.  Two 
important  addresses  concerned  pres¬ 
ent  or  threatened  perils  to  free  press 
and  free  speech;  a  solid  afternoon  was 
devoted  to  study  of  newspaper  rights 
and  responsibilities  under  the  Wage 
and  Hour  law;  parts  of  two  sessions 
permitted  the  exposition  of  advertiser 
and  publisher  reactions  to  the  map 
proposal  now  under  consideration  by 
the  Audit  Bureau  of  Circulations. 

Several  speakers  hammered  home 
the  continuing  need  for  intelligent 
promotion  of  the  newspaper  as  an  ad¬ 
vertising  medium;  an  advertising 
agency  head  advocated  the  organiza¬ 
tion  of  authoritative  contacts  between 
newspapers  and  the  buyers  of  space, 
and  the  association  named  a  commit¬ 
tee  to  meet  his  suggestion.  They  talked 
newsprint,  circulation,  classified,  and 
a  score  of  other  topics  which  crossed 
several  departmental  lines. 

The  Inland  adopted  a  resolution  ex¬ 
pressing  interest  and  a  desire  to  co¬ 
operate  with  plans  to  improve  ABC 
service  but  recommended  that  the 
map  plan  be  postponed  and  given  fur¬ 
ther  study. 

Trath  Is  Main  Objaetiva 

Dean  Franklin  Bliss  Snyder,  vice- 
president  of  Northwestern  University, 
delivered  a  cogent  address  on  freedom 
in  a  democracv,  under  the  title  “The 
Newspaper  and  the  University”  at  the 
Tuesday  luncheon. 

The  newspaper,  he  said,  thinks  that 
the  present  is  the  most  important  sig¬ 
nificant  moment  in  human  history;  the 
university  is  a  little  hesitant  in  com¬ 
menting  upon  the  present  until  the 
young  people  in  its  charge  appreciate 
the  past  as  a  part  of  today’s  back¬ 
ground. 

The  university  fondness  for  “Veri¬ 
tas”  in  their  armorial  bearings  might 
well  be  adopted  by  newspapers,  he 
said,  for  the  fundamental  policies  of 
press  and  education  should  be  the 
same — tell  the  truth.  That  is  the  first 
objective  of  both. 

The  second  is  to  maintain  that  free¬ 
dom  without  which  the  first  cannot  b? 
reached.  Both  to  education  and  to 
journalism,  that  freedom  is  now  im¬ 
periled  in  this  country  and  in  Can"d''. 
he  believes.  The  “bacillus  Hitlerius” 
is  getting  in  its  licks  in  North  Amer¬ 
ica,  justifying  the  question  as  to 
whether  we  are  certain  now  of  either 
a  free  press  or  an  uncensored  radio. 
He  cited  the  Alberta  press-control 
law,  an  attempted  muzzle  on  press 
freedom  under  the  Union  Jack,  which 
has  always  flown  over  free  institu¬ 
tions;  the  conviction  of  the  Los  An- 
yeles  Times  for  printing  editorials  that 
a  court  held  contemptuous;  the  Min¬ 
ton  bill,  as  evidence  that  the  free  press 
guaranteed  by  the  first  amendment  is 
at  least  in  jeopardy. 

Dual  Fight  for  Freedom 

He  expressed  wonder  that  intelli¬ 
gent  journalists  could  endorse  the 
principle  of  the  teacher’s  oath. 

I  It  is  merely  an  oath  to  protect  and 
!  defend  the  Constitution  and  American 
i  institutions,  he  said — an  oath  which 
he  had  taken  several  times  and  would 


willingly  take  100  times,  but  not  as  a 
preliminary  to  being  a  teacher  of  the 
young.  Under  those  circumstances  the 
oath  requires  the  teacher  to  support 
the  current  interpretation  of  the  U.  S. 
Constitution.  It  is  a  harness  upon 
thought,  and  if  a  harness  can  be  de- 
viseo  to  free  institution,  it  can 

be  made  to  fit  others. 

People  who  are  worried  about  So¬ 
cialism  and  Communism  do  not  under¬ 
stand  the  American  undergraduate — 
a  lazy,  lovable,  capitalistic  set  of 
youngsters  who  pursue  pink  philoso¬ 
phies  because  they  hear  so  often  that 
they  shouldn’t. 

Our  third  task  in  common  is  to  use 
the  liberty  which  one  will  not  surren¬ 
der  for  the  good  of  the  America  that 
we  love.  A  newspaper  appealing  to  a 
taste  already  too  low  and  lowering  it 
has  a  hard  job  to  justify  its  constitu¬ 
tional  immunities;  if  the  university 
adops  an  “ivory  tower”  attitude  to¬ 
ward  civilization,  it  will  find  it  difficult 


to  justify  the  numerous  public  immu¬ 
nities  it  enjoys.  Both  have  to  fight  and 
fight  together  to  preserve  and  extend 
the  rights  of  free  speech,  free  press, 
and  free  education  if  we  are  to  pre¬ 
serve  a  democratic  form  of  govern¬ 
ment. 

Free  Press  Drive  Outlined 

Preceding  Dean  Snyder,  Stuart  H. 
Perry,  publisher,  Adrian  (Mich.)  Free 
Press,  had  reviewed  in  more  technical 
vein  the  perils  facing  free  journalism 
and  advocated  that  newspapers  de¬ 
vote  their  own  columns  to  continuous 
expositions  of  what  a  free  press  really 
means.  That  meaning,  he  said,  is  not 
primarily  the  right  of  the  newspapers 
to  publish,  but  the  right  of  the  citizen 
to  read.  If  the  first  is  curtailed,  the 
citizen’s  freedom  is  lost — a  precedent 
which  can  be  traced  through  the  rise 
of  all  dictatorships. 

Mr.  Perry  cited  the  “latent  threat  of 
federal  legislation  seeking  to  curtail 
the  freedom  of  the  press”;  hostile  and 


Attending  Inland  convention  this  week.  L.  to  r.:  W.  S.  Chambers,  New  Castle  (Ind.) 
Courier-Times;  J.  H.  Bixby,  Muskogee  (Okla.)  Phoenix-Times-Democrat;  E.  K.  Todd, 
Rockford  (III.)  Morning  Star  and  Register-Republic;  Howard  W.  Stodghill,  Hearst 
Newspapers,  New  York;  Russell  Chapman,  Rockford  Consolidated  Newspapers,  Inc.; 
Hollis  J.  Nordyke,  Ames  (la.)  Tribune. 


At  l.iland  Daily  Press  Association  luncheon  session  in  Chicago.  L.  to  r.:  Franklin  Bliss 
Snyder,  vice-president.  Northwestern  University,  guest  speaker;  President  E.  R.  Chap¬ 
man,  Flint  (Mich.)  Journal;  Tom  H.  Keene.  Elkhart  (Ind.)  Truth,  Inland  vice-president; 
James  Wright  Brown,  president.  Editor  &  Publisher,  and  Col.  Wm.  Southern,  Jr., 
Independence  (Mo.)  Examiner. 


disparaging  references  to  the  press  by 
officials,  which  tend  to  discredit  it  in 
the  minds  of  the  people;  a  widespread 
misunderstanding  of  what  freedom  of 
the  press  really  is,  and  a  false  impres¬ 
sion  that  it  is  for  the  benefit  of  pub¬ 
lishers  instead  of  for  the  protection  of 
the  public. 

Under  the  Minton  bill,  later  with¬ 
drawn  but  still  advocated  by  its  sena¬ 
torial  sponsor,  a  publisher  could  be 
punished  if  he  printed  anything  false 
— anything  that  somebody  held  to  be 
false — not  merely  concerning  an  indi¬ 
vidual  but  regarding  the  Democratic 
party,  the  Republican  party,  the  Social¬ 
ist  party,  the  Liberty  League,  the  CIO, 
the  Stock  Exchange,  the  Newspaper 
Guild  or  the  Ku  Klux  Klan.  “The  ef¬ 
fect  of  such  a  law  and  of  the  possibil¬ 
ity  of  being  prosecuted  under  it  are 
too  obvious  to  require  comment,”  Mr. 
Perry  said. 

Circulation  and  ABC  matters  were 
taken  up  Tuesday  morning,  led  by  an 
exposition  of  the  little  merchant  plan 
as  it  is  operated  by  the  Flint  (Mich.) 
Jonrnal.  Robert  S.  Taylor,  circulation 
manager  of  the  Journal,  detailed  the 
plan,  which  has  been  approved  by  the 
Social  Security  division.  It  was  de¬ 
scribed  in  E.  &  P.,  Aug.  20,  page  34. 

Wage-Hour  Law  Discussed 
Application  of  the  Wage  and  Hour 
law  to  newspaper  carrier  staffs,  how¬ 
ever  organized,  was  still  in  doubt  in 
the  absence  of  definite  rulings  from 
the  Children’s  Bureau  at  Washington. 
It  was  the  general  opinion  that  the 
age  limit  for  newspaper  carriers  would 
be  set  at  14  years  and  that  newspapers 
would  do  well  to  eliminate  voluntar¬ 
ily  before  Oct.  24  all  boys  of  less  than 
14  years  from  their  carrier  organiza¬ 
tions.  The  effect  of  this  step  on  the 
efficiency  of  the  carrier  staffs  seriously 
concerned  many  of  the  publishers  and 
circulation  executives  present. 

Similar  fog  prevailed  in  the  after¬ 
noon  session  on  the  major  applica¬ 
tions  of  the  Wage  and  Hour  law  to  the 
newspaper  industry.  What  has  been 
done  to  date  between  Washington  and 
the  publishers’  subcommittee  was  ex¬ 
plained  by  JS  Gray,  Monroe  (Mich.) 
News,  Inland’s  representative  on  the 
publishers’  subcommittee.  After  out¬ 
lining  the  large  areas  of  doubt  as  to 
the  application,  in  whole  or  in  part,  of 
the  law  to  newspapers,  Mr.  Gray  de¬ 
clared: 

“I  should  prefer  to  know  that  I  had 
complied,  in  letter  and  in  spirit,  with 
the  meaning  of  the  act,  after  consider¬ 
ing  all  the  debatable  matters,  because 
of  the  important  place  that  we  as 
newspaper  publishers  have  in  our 
communities.  I  do  not  think  that 
newspapers  wish  to  place  themselves 
in  any  position  of  opposition  to  the 
aims  of  this  law,  and  our  questions 
are  merely  for  the  protection  of  cur 
legal  rights.” 

Hardships  on  Small  Paper  Seen 

The  law’s  operations  may  work 
hardships  upon  small  newspap»ers,  it 
was  pointed  out  by  Mr.  Gray  and 
ether  speakers,  including  Robert  C. 
Bassett,  general  counsel  of  the  Wis¬ 
consin  Daily  Newspaper  League  (see 
E.  &  P.  for  Sept.  24) ;  George  Price 
Ellis,  C.P.A.,  Inland  adviser  on  tax 
and  similar  problems;  Eugene  Mac¬ 
Kinnon,  chairman  of  the  special  stand¬ 
ing  committee,  ANPA;  and  Earl  R. 
Chapman,  Inland  president  and  mem¬ 
ber  of  the  publishers’  subcommittee. 

So  far,  the  administrator  and  others 
concerned  with  the  execution  of  the 
law  in  Washington,  the  speakers  .said, 
have  manifested  a  spirit  of  co-opera¬ 
tion.  They  are  definitely  not  bent  on 
handicapping  business,  but  the  func¬ 
tions  of  the  administrator  are  sharply 
limited  by  the  law,  and  his  rulings 
cannot  exempt  an  employer  from  suits 
brought  under  the  act  by  employes  or 
employe  organizations. 

TTie  final  decision  as  to  the  act  will 
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Three  father  and  son  combinations  at  Inland  convention.  L.  to  r.:  Preston  F.  Grandon, 
LaSalle  (III.)  Post-Tribune;  R.  B.  Miller,  Battle  Creek  (Mich.)  Enquirer-News;  D.  W. 
Grandon,  Sterling  (III.)  Gazette;  A.  L.  Miller,  Battle  Creek  Enquirer-News;  Frank  E. 
Noyes,  Marinette  (Wis.)  Eagle-Star,  and  Linwood  Noyes,  Ironwood  (Mich.)  Globe. 


rest  with  the  Supreme  Court,  it  was 
pointed  out  by  Mr.  Bassett,  both  on 
the  application  of  the  act  to  news¬ 
papers  and  of  its  constitutionality. 

Definition  of  the  ABC  board’s  atti¬ 
tude  toward  the  map  proposal  to  be 
considered  at  the  Thursday  and  Fri¬ 
day  meetings  of  the  bureau  was  given 
by  E.  Ross  Gamble.  ABC  director,  of 
Leo  Burnett  Company,  Chicago;  O.  C. 
Harn,  ABC  managing  director,  intro¬ 
duced  by  A.  L.  Miller,  Battle  Creek 
Enquirer  News  and  Inland  ABC  com¬ 
mittee  chairman. 

Not  Forcing  Mops  on  Doilies 
The  ABC  board  is  not  trying  to  force 
maps  down  the  throats  of  newspaper 
publishers,  Mr.  Gamble  emphasized. 
No  changes  are  being  sought  in  the 
presentation  of  circulation  informa¬ 
tion  in  paragraph  8  of  the  ABC  state¬ 
ments  and  reports.  Space  buyers  def¬ 
initely  want  the  map  as  an  aid  to 
visualization  of  newspaper  circula¬ 
tions;  publishers  of  other  media  are 
using  maps  effectively  in  thrown  pro¬ 
motion;  the  returns  from  the  ques¬ 
tionnaire  sent  out  by  the  ABC  last 
month  indicate  that  about  40%  of  pub¬ 
lishers  favor  maps  as  a  part  of  the 
report;  60%  do  not. 

Mr.  Gamble  believed  that  the  pub¬ 
lishers  who  disfavor  the  map  do  not 
thoroughly  understand  the  question. 
Returns  from  the  questionnaire  indi¬ 
cated  opposition  from  a  widely  dis¬ 
tributed  range  of  the  publishing  scale. 
He  believes  that  a  map  on  the  report 
w'ill  be  a  desirable  aid  to  the  effective 
buying  of  newspaper  space,  but  con¬ 
ceded  that  perhaps  the  bureau  had  not 
been  sufficiently  clear  in  its  presenta¬ 
tion  of  the  question  to  newspaper 
members. 

Further  attention  was  given  maps 
by  another  ABC  director,  H.  H.  Ky- 
nett.  of  the  Aitkin-Kynett  Company, 
Philadelphia.  He  also  believes  in  the 
maps  as  an  aid  to  space- buying,  but 
declared  that  he  would  vote  against 
adoption  of  the  proposal  until  a  ma¬ 
jority  of  newspaper  publishers  thor¬ 
oughly  understood  it  and  agreed  that 
it  would  be  useful  information  for  the 
bureau  to  present. 

Appoints  Committee 
Mr.  Kynett’s  reference  came  in  the 
course  of  an  exhaustive  survey  of 
publisher-agency  relationships.  At  its 
concluson,  he  declared  that  the  adver¬ 
tising  business  suffered  because  of  the 
lack  of  authoritative,  organized  con¬ 
tact  between  the  buyers  and  sellers  of 
space,  and  he  advocated  that  publish¬ 
ers’  groups,  like  the  Inland,  appoint 
representative  committees  who  could 
discuss  questions  of  mutual  interest 
with  advertiser  and  agency  groups. 

President  Chapman  immediately  an¬ 
nounced  that  Inland  accepted  the  sug¬ 
gestion  and  appointed  F.  Ward  Just, 
publisher  of  the  Waukegan  (Ill.) 
News-Sun,  as  chairman  of  a  commit¬ 
tee  which  will  be  filled  later. 


Mr.  Kynett  criticized  excessive  news¬ 
paper  circulations,  conceding  that 
advertising  agencies  were  partly  to 
blame  by  pressing  publishers  for  cir¬ 
culation  volume.  He  decried  the  pur¬ 
chase  of  space  by  such  standards,  de¬ 
claring  that  figures  are  only  a  means 
to  an  end  and  not  an  end  themselves. 
He  urged  agencies  to  make  qualita¬ 
tive  analyses  of  the  editorial  contents 
and  services  of  newspapers  and  con¬ 
tended  that  newspaper  representatives 
should  devote  more  of  their  time  to 
positive  selling  of  their  own  news¬ 
papers  and  less  to  “damning  of  com¬ 
petitors." 

The  competitive  phase  was  taken  up 
by  Col.  Leroy  W.  Herron,  advertising 
director  of  the  Washington  Star  and 
president  of  the  NAEA. 

"We’ve  got  to  make  up  our  mind 
that  newspapers  have  competition,  let 
them  compete,  and  go  out  and  do  a 
better  job  ourselves  to  sell  newspaper 
advertising.  For  many  years  only  the 
Bureau  of  Advertising  in  its  neces¬ 
sarily  limited  efforts  has  represented 
the  selling  of  newspaper  advertising  as 
such,  not  your  paper  or  mine,  but  of 
newsoaper  advertising  across  the 
U.  S." 

Bureau's  Progress  Reviewed 

Col.  Herron  reviewed  the  three 
years  of  effort  to  expand  the  Bureau 
of  Advertising,  which  he  said  was  now 
definitely  on  the  way  to  success.  Mem¬ 
bership  has  been  increased  from  345 
to  687  in  the  past  six  months,  though 
revenues  were  increased  only  from 
$105,000  to  $175,000.  More  is  needed, 
he  said,  but  in  the  meantime  the  bu¬ 
reau  has  gone  ahead.  It  now  has  a 
promotion  manager  and  a  sales  man¬ 
ager  and  is  evolving  plans  to  sell 
newspaper  advertising  to  the  national 
advertiser.  If  this  fails,  newspapers 
ought  to  admit  that  they  are  only  local 
mediums  and  that  they  have  no  place 
in  the  national  advertising  picture, 
some  believe.  Col.  Herron  held  no 
such  idea. 

How  many  newspapers,  he  asked, 
took  their  own  medicine?  How  many 
used  their  own  space  in  the  same  way 
that  they  advised  their  local  mer¬ 
chants  to  use  it?  How  many  used 
effective  space  in  the  trade  papers? 

The  Star,  he  said,  includes  in  all  of 
its  advertising  two  sentences — “Every¬ 
body  who  reads,  reads  newspapers 
every  day”  and  “Use  newspaper  ad¬ 
vertising  first.”  If  all  newspapers  ham¬ 
mered  those  ideas  home  in  their  own 
promotion,  there  was  no  telling  what 
might  be  accomplished  for  newspaper 
advertising  as  a  whole.  “You  can’t 
afford  not  to  advertise  your  own  ser¬ 
vice,”  he  said.  “You  can’t  afford  not 
to  participate  in  the  efforts  of  the 
Bureau  of  Advertising.” 

Local  help,  he  continued,  could  best 
be  rendered  by  newspapers  through 
intimate  acquaintance  with  the  job¬ 
bers,  wholesalers,  and  special  sales 


representatives  of  national  advertis¬ 
ers.  Their  influence  is  tremendous  in 
the  selection  of  media,  and  many  of 
them  are  not  now  sold  on  newspapers. 
Work  can  be  started  along  these  lines 


of  adequacy  is  assured  by  prohibiting 
the  substitution  of  one  product  for 
another  in  the  course  of  a  schedule. 
Joint  promotion  on  uniform  lines  is 
being  carried  out  for  all  members. 


immediately,  without  waiting  for  the  Success  appears  to  be  ahead,  Todd  said. 


Bureau  of  Advertising.  Every  big 
store  in  every  city  is  a  monument  to 
newspaper  advertising,  and  if  this 
fact  is  brought  home  intelligently  to 
the  representatives  of  the  national  ad¬ 
vertisers  who  want  to  compete  with 
the  retailers  at  consumer  dollar,  the 
influence  is  certain  to  be  turned  news- 
paperward. 

Brackenridg*  Speaks 

Newspapers  are  a  superior  product, 
but  they  have  lost  out  to  media  which 
have  been  better  sold,  in  the  opinion 
of  Wilder  Breckenridge,  sales  manager 
of  the  Bureau  of  Advertising.  Much 
of  his  address  was  in  line  with  that 
before  the  Newspaper  Advertisin'^ 
Executives’  Association,  reproduced 
on  another  page. 

Advertisers  and  advertising  agen¬ 
cies,  he  said,  have  lost  the  old  concept 
of  what  newspapers  are.  We  have  had 
in  the  past  15  years  a  new  crop  of  ad¬ 
vertising  executives  who  haven’t  the 
understanding  of  newspapers  that  the 
old-timers  had.  And  we  haven’t  edu¬ 
cated  them,  he  said. 

Radio,  he  added,  had  done  for  ad¬ 
vertisers  something  that  newspapers 
should  have  done  years  ago — insisted 
upon  adequate  schedules  of  13  or  26 
weeks.  Broadcasters  have  also  urged 
that  advertisers  support  their  radio 
campaigns  by  newspai)er  space  and 
use  of  other  media.  Newspapers  with 
a  superior  medium  are  expected  to  do 
the  job  unaided  and  with  schedules 
inadequate  for  the  task.  One  of  the 
major  tasks  facing  the  bureau  imme¬ 
diately  is  the  education  of  advertisers 
ill  the  meaning  of  adequate  advertis¬ 
ing,  he  said. 

I  &  I  Plan  Succeeding 

Dovetailing  into  Mr.  Breckenridge’s 
comments  on  adequacy  was  a  descrip  ¬ 
tion  of  the  I  &  I  plan  by  E.  K.  Todd, 
business  manager  of  the  Rockford 
(Ill.)  Register-Republic  and  Star  and 
president  of  the  Daily  Newspaper 
League  of  Illinois.  These  81  news¬ 
papers  of  Illinois  and  Iowa,  selling 
their  space  through  one  organization, 
have  devised  a  system  of  space  and 
frequency  discounts,  providing  con¬ 
tracts  of  50  to  1,000  lines  over  13,  26 
and  52  week  periods.  Discounts  range 
from  2%  to  10%.  These  contracts  ap¬ 
ply  only  on  national  advertising  of 
trade-named  products,  and  the  point 


Another  group  of  Inlanders.  L.  to  r.: 
Howard  Denby,  Esquire  Features;  Tracy  S. 
McCracken,  Cheyenne  (Wyoming)  Eagle 
and  State  Tribune;  Harry  S.  Banker,  Spei- 
del  Newspapers,  Palo  Alto,  Cal.;  O.  B. 
Koerfer,  Wyoming  Eagle  and  State  Tri¬ 
bune,  and  Loring  C.  Merwin,  Bloomington 
(III.)  Pantagraph. 


Food  chain  stores  are  extremely  de¬ 
sirous  of  newspaper  friendship,  ac¬ 
cording  to  S.  M.  Williams,  former  St. 
Paul  publisher,  who  is  now  contact 
man  for  the  National  Association  of 
Food  Chains.  The  association,  he  said, 
last  week  adopted  a  resolution  com¬ 
mending  to  its  members  that  they 
establish  cordial  relationships  with 
newspapers,  without  regard  to  adver¬ 
tising  or  publicity;  that  they  seek  dis¬ 
cussion  of  mutual  problems;  that  they 
discourage  advertising  in  free  distri¬ 
bution  publications,  and  that  they  pa¬ 
tronize  newspaper  job  shops.  The 
food  chains  have  found  that  advertis¬ 
ing  pays,  and  they  hope  to  advertise 
in  greater  and  greater  volume  unless 
proposed  taxes  drive  them  out  of 
business.  If  the  tax  drives  against 
chains  are  successful,  newspapers  can 
expect  to  be  next  in  line  for  punitive 
legislation. 

Technical  advice  on  classified  by 
Harry  Gwaltney,  Milwaukee  Journal, 
concluded  the  Wednesday  meeting 
session.  Round-table  discussions  oc¬ 
cupied  the  final  afternoon. 

■ 

Magazines  Advertise 
In  Newspapers 

“Magazine  Publishers  Testify  to  the 
Value  of  Newspaper  Advertising”  is 
the  title  of  the  latest  “Advertising 
Facts,”  Number  8,  issued  this  week 
by  the  Bureau  of  Advertising,  ANPA. 

Presenting  the  names  of  33  maga¬ 
zines  that  advertise  in  newspapers, 
the  Bureau  says,  “This  is  Expert  Tes¬ 
timony.  Magazine  publishers  know  a 
lot  about  advertising.  They  buy  a  lot 
of  advertising  themselves.  And  when 
they  advertise,  they  invest  most  of 
their  money  in  newspapers.” 

As  a  tribute  to  the  selling  power  of 
newspaper  advertising  the  Bureau 
states  that  magazine  publishers  spent 
twice  as  much  money  in  newspapers 
in  1937  as  they  spent  in  magazines 
and  chain  radio  combined.  And  the 
number  of  magazine  publishers  who 
advertised  in  newspapers  in  1937  was 
more  than  two-and-a-half  times  the 
number  who  advertised  in  magazines. 

■ 

Low  Backs  Writers 
Ejected  from  Court 

Philadelphia,  Oct.  19  —  Apparently 
angered  because  their  newspaper  ac¬ 
cused  him  of  mixing  politics  with  his 
judicial  duties.  Chief  Magistrate  John 
J.  O’Malley  ordered  three  Philadel¬ 
phia  Record  reporters  ejected  from 
traffic  court  Oct.  17.  The  reporters 
barred  from  covering  the  court  were 
Francis  Byron,  Simon  Shaltz  and 
Francis  Mullins.  Reporters  for  other 
Philadelphia  newspapers  were  per¬ 
mitted  to  stay. 

The  Record  in  recent  weeks  has 
been  attacking  O’Malley  for  his  al¬ 
leged  use  of  the  traffic  court  to  fine 
Democrats  and  discharge  Republican 
defendants. 

On  orders  of  Alex  Griffin  city  edi¬ 
tor,  the  Record  reporters  returned  to 
O’Malley’s  court  'Tuesday  night,  ac¬ 
companied  by  counsel  who  read  part 
of  the  State  Constitution  to  the  mag¬ 
istrate,  advising  him  that  he  was 
without  power  to  eject  the  reporters. 
They  stayed. 

In  Harrisburg,  the  House  voted  to 
begin  an  investigation  of  O’Malley  s 
conduct  on  the  bench,  and  a  move¬ 
ment  for  his  impeachment  was 
started. 
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Pont  de  Nemours  &  Co.;  Leo  Nejelski, 
Swift  &  Co.;  Stuart  Peabody,  Borden 
|Co.;  D.  D.  Richards,  Sears  Roebuck 
i  Co.;  and  H.  H.  Rimmer,  Canadian 
General  Electric  Co.,  Ltd. 

The  advertisers  also  urged  more  co- 
jperation  by  agency  space  buyers  in 
using  ABC  publications  when  releas- 
^  advertising  schedules. 

H.  H.  Kynett,  Aitken-Kynett  Com- 


should  be  open-minded  to  the  existing 
resistances.  There  is  a  new  obligation 
on  all  institutions  today.  Let  them 
frankly  and  co-operatively  meet  the 
challenges  that  arise. 

“Years  ago  quantitative  measures 
sufficed  but  today  we  must  have  qual¬ 
itative  as  well  as  quantitative  yard¬ 
sticks  in  order  to  establish  a  market. 
And  circulation  must  have  some  re¬ 
lation  to  population  and  market. 

Figures  Not  Final  Tost 

“I  don’t  believe  that  figures  are  a 
final  test  of  circulation  value.  But  at 
least  where  there  is  inevitably  the  un¬ 
certain  factor  of  what  a  given  publica¬ 
tion  will  produce  for  the  individual 


pany,  presided  at  the  agency  divisional  .  helnful  to  have  as 

luting  at  which  E.  Ross  Gamble,  Leo  advertiser,  it  is  helpful  to  have  as 

Burnett  Co.,  Inc.,  was  renominated  as 
a  director  from  that  group. 

The  Business  Paper  Division  re¬ 


nominated  Mason  Britton,  McGraw 
Hill  Publishing  Co.,  for  a  two-year 
term,  and  Paul  I.  Aldrich,  National 
Prori*ioner,  for  a  one-year  term. 

Marcow  Morrow,  Capper  Farm 
Press,  was  renominated  as  a  director 
by  the  Farm  Paper  Division.  Like¬ 
wise,  Fred  Stone,  Parents’  Magazine, 
was  renominated  by  the  Magazine 
Division. 

The  convention  opened  with  Presi¬ 
dent  P.  L.  Thomson,  Western  Electric 
Company,  reading  his  annual  report 
to  the  membership.  Mr.  Thomson’s 
report  is  printed  on  page  12  of  this 
issue. 

Bureau's  Work  Praised 

Speakers  at  the  opening  session 
spoke  words  of  praise  for  the  vital 
part  played  by  the  bureau  in  the  ad¬ 
vertising  world.  Those  representing 
the  advertising  agency  and  advertiser 
divisions  voiced  their  approval  of  the 
map  plan  to  provide  a  quick  visualiza¬ 
tion  of  newspaper  circulation  coverage 
and  market  opportunity.  Neither, 
however,  pressed  the  issue.  The  third 
speaker,  U.  S.  Senator  Arthur  Capper 
of  Kansas,  president  of  Capper  Pub¬ 
lications,  pointed  out  the  peculiar  sig¬ 
nificance  of  the  ABC,  in  which  “the 
seller  and  the  buyer,  have  voluntarily 
sat  down  together  and  for  24  years 
have  co-operated,  harmoniously  and 
with  good  feeling,  in  establishing 
standards  of  practice.’’ 

Senator  Capper  declared  the  bureau 
has  given  the  business  world  “a  fine 
example  of  practical  democracy 
achieved  through  co-operation.  Is  it 
too  much  to  hope  that  we  business 
men  of  America  will  profit  by  that 
example,  and  in  a  truly  democratic, 
co-operative  spirit  endeavor  to  set 
new  standards  for  a  new  world?’’ 

The  morning  session  closed  with  a 
showing  of  the  Crowell  Publishing 
Company’s  motion  picture,  “Yankee 
Doodle  Goes  to  Town,”  illustrating 
how  the  printed  word  influences 
American  life. 

Kinney  Speaks 

Gilbert  Kinney,  vice-president  of 
J-  Walter  Thompson  Company,  New 
York,  and  chairman  of  the  board  of 
the  American  Association  of  Adver- 
)  tising  Agencies,  suggested: 

L«t  us  not  be  too  set  and  too  un- 
willing  to  operate  under  new  rules. 


many  definite  factors  as  possible  in 
the  equation.  However  important 
quality  is,  it  is  essential  to  have  a 
measure  of  its  quantity. 

“Originally  manufacturers  individu¬ 
ally  developed  zone  maps  to  fit  their 
sales  opportunity  areas.  But  they  have 
today  very  generally  standardized  on 
government  maps.  Likewise  publish¬ 
ers  individually  developed  their  sales 
opportunity  areas.  But  they  have  not 
been  able  to  agree  on  coverage  or 
trading  area  standards.  Definitions 
should  be  established  and  standards 
accepted.  And  the  determining  con¬ 
sideration  should  be  what  the  adver¬ 
tiser  requires  and  finds  most  useful. 

“Maps  tell  their  story  quickly  and 
provide  a  visualization  of  the  coverage 
and  market  opportunity.  But  these 
must  be  standard  with  all  papers 'and 
territories  if  they  are  to  constitute  a 
proper  yardstick.  The  A.B.C.  is  best 
qualified  to  advance  such  standardiza¬ 
tion.  They  should  make  all  records 
and  audits  interesting  in  form  and 
their  information  quickly  and  easily 
available. 

“In  my  opinion  publications  should 
correct  weaknesses  that  exist  in  their 
own  camp  and  not  worry  too  much 
about  the  strength  of  other  media.” 

Calls  Radio  "Model  Child" 

D.  D.  Richards,  Sears  Roebuck  & 
Company  public  relations  execu¬ 
tive,  told  the  convention  the  adver¬ 
tiser  wants  sales,  good  newspapers, 
good  periodicals,  honest  circulation, 
clean  selling  and  “he  wants  sincerely 
to  be  a  good  partner  with  every  good 
publication  in  which  it  is  his  privilege 
to  advertise.” 

Citing  radio  as  the  “model  child” 
in  the  matter  of  competitive  selling, 
Mr.  Richards  asserted  “there  may  be 
fights  in  the  radio  business  but  those 
fights  are  not  fought  over  the  desk  of 
an  advertiser.”  Continuing,  he  said; 

“The  sad  part  of  some  solicitations, 
both  by  newspapers  and  magazines,  is 
that  publishers  do  not  make  use  of 
A.B.C.  information  in  getting  their 
story  across.  Frequently,  most  em¬ 
phasis  is  placed  on  the  number  of 
lines  of  advertising  they  themselves 
have  gained  over  the  period  or  the 
number  of  lines  of  advertising  by 
which  they  exceed  their  competitors. 

“I  believe  that  the  A.B.C.  detail  of 
circulations  should  be  given  to  the 
local  advertiser  as  well  as  to  the  na¬ 
tional  advertiser,  to  the  agencies  as 
well  as  to  the  chain  store  headquar- 


not  only  as  they  pertain  to  advertising  ters.  I  believe  that  if  more  local  ad- 
out  as  they  affect  our  social  structure  vertisers  knew  more  about  what  the 


and  our  business  operation.  If  only  we 
nave  a  growing  market  among  Ameri¬ 
can  consumers,  advertising  will  find  a 
Way  to  effectively  and  profitably  cul¬ 
tivate  it  for  American  manufacturers.” 

Declaring  the  advertising  agency 
can  never  abdicate  the  responsibility 


newspaper  is  doing  in  the  matter  of 
having  its  circulation  certified  by 
A.B.C.,  those  advertisers  would  have 
more  confidence  in  the  publication. 

“It  is  only  because  it  would  be  help¬ 
ful  to  our  advertising  office  and 
helpful  to  newspapers  whose  coverage 


of  j.  neipiui  to  newspapers  whose  coverage 

stated-  ®'’^®ng  media,  Mr.  Kmney  js  thus  studied  that  I  have  been  one 

.._  ■  of  those  advertisers  who  hope  the  Bu- 

there  are  no  inherited  or  inherent 
c  aims  to  advertising  volume  but  usu- 
®  ly  you  favor  those  things  which  you 
*^ow  most  about.  Magazines  and 
®^®Pupers  must  constantly  seek  to 
^  their  values  and  to  define  their 
■markets  just  as  products  do.  They 


reau  will  provide  a  uniform  map  on 
publisher’s  statements. 

“Another  thing  the  advertiser  wants 
to  know  as  definitely  as  possible  is  the 
circulation  of  the  publication  he  is 
using.  In  the  case  of  magazines  and 
farm  papers,  there  is  a  breakdown  by  Hotel. 


states.  As  the  advertiser  is  not  buy¬ 
ing  local  coverage  when  he  uses  these 
media  this  state  breakdown  gives  him 
a  pretty  fair  idea  as  to  where  the 
copies  are  going. 

“In  the  case  of  business  papers,  the 
advertiser  wants  to  know  where  the 
circulation  is,  and  whether  the  people 
who  read  are  able  to  buy  what  he  has 
for  sale,  because  it  is  these  people  he 
wants  to  reach  at  the  lowest  possible 
cost  per  unit.  To  that  end  he  is  in¬ 
terested  in  not  only  the  number  of 
people  but  where  they  belong  in  the 
industry  and  what  positions  they  oc¬ 
cupy.  This  is  well  taken  care  of 
through  the  occupational  breakdown. 

“In  newspapers,  the  advertiser  is 
interested  in  the  density  of  circula¬ 
tion  as  it  is  related  to  specific  mar¬ 
kets  which  he  seeks  to  reach.” 

Senator  Capper  at  the  outset  as¬ 
serted: 

“I  believe  in  progress;  I  am  not 
among  those  who  try  to  sweep  back 
a  rising  tide  with  a  worn-out  broom. 

I  was  not  among  the  newspapermen 
who  seemed  to  think  they  could  head 
off  the  radio.  No;  instead,  I  estab¬ 
lished  a  radio  station.  And  it  hasn’t 
hurt  my  publications  in  the  least. 
And  so,  believing  as  I  do  in  the  com¬ 
petitive  system,  I  do  not  fear  that 
other  means  of  disseminating  news, 
information  and  opinion,  will  ever 
displace  the  press.  To  be  sure,  we 
may  be  compelled  to  adapt  our  meth¬ 
ods  to  new  conditions,  hut  that’s  all 
to  the  good.  Improved  methods  mere¬ 
ly  mean  enlarged  opportunity. 

“I  am  sure  that  this  applies  to  the 
farm  press  as  well  as  to  all  other  pub¬ 
lications.  The  radio,  the  daily  news¬ 
paper,  the  magazine,  reach  the  farm 
home;  but  what  of  that?  The  farm 
paper  today  has  a  more  important 
place  in  the  farm  family  than  ever 
before.” 

■ 

Daily's  Attack  Leads 
To  Indictment  of  32 

(Jiy  Icli'grat'li  to  Kuitor  &  Pi-bi.isiier) 

New  Bedford,  Mass.,  Oct.  20 — Mayor 
Leo  E.  J.  Carney,  his  confidential  sec¬ 
retary,  James  F.  McKenna,  who  also 
is  a  WPA  Co-ordinator,  and  30  other 
persons,  including  17  members  of  the 
City  Council,  were  indicted  today  by 
the  Bristol  County  Grand  Jury. 
Charges  against  the  mayor  included 
counts  of  alleged  attempts  to  solicit 
bribes  of  $25,000  each  from  five  differ¬ 
ent  business  men,  none  of  whom  were 
named  in  the  indictments  in  connec¬ 
tion  with  the  mayor’s  plan  to  have  the 
city  take  over  garbage  collections. 

Other  indictments  which  involved 
the  mayor,  his  associates,  city  gov¬ 
ernment  aides  and  alleged  gamblers, 
charged  conspiracy  to  operate  a  lot¬ 
tery,  operation  of  a  lottery,  larceny 
of  funds  and  conspiracy  to  collect  25*^ 
for  the  operation  of  buses  for  trans- 
jxjrting  WPA  workers  to  their  jobs. 

The  Grand  Jury  opened  its  special 
session  Sept.  26  following  an  expo.se 
of  gambling  and  vice  conditions  by 
the  New  Bedford  Standard  Times. 

■ 

HEARS!  SELLS  KOMA 

(/iy  tcli'graph  to  Editor  &  Pcbi-Isher) 

Oklahoma  City,  Okla.,  Oct.  20 — Sale 
of  Station  KOMA  here  by  Hearst 
Radio,  Inc.,  to  J.  T.  Griffin,  Muskogee, 
Okla.,  manufacturer  and  wholesaler, 
for  $315,000  was  announced  here  to¬ 
day  by  William  C.  Gillespie,  who  rep¬ 
resented  Griffin  in  the  negotiations. 
Griffin  is  a  major  stockholder  in 
Station  KTUL,  Tulsa.  If  the  deal  is 
finally  approved  by  FCC  plans  call  for 
immolate  purchase  of  a  new  trans¬ 
mitter  and  installation  of  $75,000  in 
new  equipment.  The  sale  was  con¬ 
summated  Tuesday  at  a  secret  meet¬ 
ing  at  the  station  in  the  Biltmore 


Larger  Budget 
Imperative  for 
ANPA  Ad  Bureau 

Committee  in  Charge  Favors 
More  Research  and  Pro¬ 
motion  .  .  .  Rapid  Progress 

Chicago,  Oct.  20 — Following  a  two- 
day  session  in  September  the  commit¬ 
tee  in  charge  of  the  Bureau  of  Adver¬ 
tising  met  here  yesterday  to  consider 
further  details  of  the  organization’s 
expansion  program. 

■The  question  of  raising  a  larger 
budget  was  considered  fully.  It  was 
the  consensus  that  the  new  program 
is  off  to  an  excellent  start,  but  that  a 
larger  budget  was  imperative  to  carry 
it  through.  This  was  particularly  true 
with  respect  to  the  research  and  pro¬ 
motion  work. 

Thomion  Reports 

William  A.  Thomson,  director  of  the 
Bureau,  made  a  general  report  with 
recommendations  covering  aU  de¬ 
partments.  Reporting  for  the  ad¬ 
visory  and  expansion  committees, 
A.  G.  Ruthman,  chairman  of  the 
latter,  requested  that  a  sixth  mem¬ 
ber  be  added  to  the  advisory  group. 
This  committee  now  consists  of  Col. 
Leroy  W.  Herron,  chairman,  Wash¬ 
ington  Star;  Chesser  M.  Campbell, 
Chicago  Tribune;  Irwin  Maier,  Mil¬ 
waukee  Journal;  Fred  G.  Pearce,  Al¬ 
toona  Mirror;  F.  E.  Westcott,  Gary 
Post-Tribune.  The  suggestion  was 
approved,  the  appointment  to  be  made 
at  the  chairman's  discretion.  Mr. 
Ruthman  also  reported  that  the  ad¬ 
visory  committee  would  address  a 
joint  letter  to  all  Bureau  members  and 
all  members  of  the  NAEA.  report¬ 
ing  on  the  progress  of  the  Bureau. 

Edwin  S.  Friendly,  business  man¬ 
ager,  New  York  Sun,  who  is  chairman 
of  the  committee  in  charge,  presided 
at  the  meeting.  Speaking  of  the 
proceedings,  Mr.  Friendly  said: 

“After  nearly  three  years  of  discus¬ 
sion  and  planning  in  connection  with 
the  United  Front  movement,  it  is 
gratifying  to  the  committee  in  charge 
to  note  the  rapid  progress  now  being 
made  with  this  movement  to  develop 
national  advertising  for  newspapers. 
We  do  not  discount  the  size  of  the 
job  the  Bureau  has  to  do,  and  I  be¬ 
lieve  most  newspapers  understand 
that  a  great  deal  more  money  will  be 
required  to  do  it.  But  we  have  set 
up  the  machinery  and  are  now  in  a 
position  for  the  first  time  in  the  history 
of  the  newspaper  industry  to  give  a 
factual  demonstration  of  the  value  of 
newspaper  advertising  on  lines  that 
will  put  our  sales  promotion  efforts 
on  a  footing  with  other  media. 

680  Papers  Now  Listed 

“I  feel  that  we  have  reason  to  be 
pleased  that  over  680  newspapers  are 
now  enlisted  as  members  of  the  bureau 
and  that  we  have  the  harmonious  and 
enthusiastic  support  of  every  element 
interested  in  the  further  develop¬ 
ment  of  national  advertising.  Natur¬ 
ally  we  shall  continue  our  efforts 
greatly  to  increase  this  large  mem¬ 
bership  which  already  represents  the 
greatest  number  of  newspapers  ever 
united  in  a  promotive  purpo.se. 

“We  of  the  committee  are  deeply 
interested  in  the  determination  of  the 
staff  to  tap  all  factual  sources  of  in¬ 
formation  for  sales  ammunition.  The 
study  on  reader  interest  in  newspa¬ 
per  advertising,  which  the  bureau  will 
distribute  next  week,  is  typical  of  the 
high  character  of  material  which  we 
shall  use  in  the  work.  This  study  and 
others  that  will  follow,  offer  conclu¬ 
sive  proof  that  newspaper  space  is 
just  as  valuable  as  the  advertiser 
knows  how  to  make  it.” 
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Map  Question  Discussed 
In  Thomson’s  Report 

ABC  Head  Attempts  to  Clear  Up  "All  Misunder¬ 
standings"  .  .  .  Newspaper  Members  Vote  2  to  1 
Against  Proposal,  Advertisers  95%  ior  R 


DISCUSSION  of  the  map  question  and 

an  attempt  to  clear  up  “all  misun¬ 
derstandings”  created  by  its  submis¬ 
sion  featured  the  report  of  President 
P.  L.  Thomson,  of  the  Audit  Bureau 
of  Circulations  in  Chicago  this  week. 
Newspaper  members  of  ABC  voted 
about  two  to  one  against  the  proposal, 
while  advertiser  and  agency  members 
favored  it  by  a  95%  vote. 

Mr.  Thomson's  report  follows  in 
part: 

“It  will  l)e  gratifying.  I  think,  to  the  mem- 
hers^hip  of  the  Audit  Bureau  to  learn  that  your 
<irganization  has  come  through  its  twenty-fourth 
year  with  another  record  of  useful  service,  a 
balanced  budget,  and  an  increase  in  meml>er- 
ship.  This  in  a  year  of  declining  advertising 
appropriations,  business  uncertainty,  and  ris¬ 
ing  costs. 

“The  total  meml>ership  rose  from  1.972  to 
1.987.  within  18  of  our  all-time  high  of  2.003 
in  1930,  and  applications  now  pending  bring 
today's  figure  above  that  point. 

"The  membership  by  groups  at  Aug.  31.  the 
close  of  our  fiscal  year,  compared  with  1937 


as  follows: 

1937  1938 

National  Advertisers .  -31  224 

Local  Advertisers  .  33  32 

Advertising  Agencies 

Full  Service .  fi3  61 

Associate  and  Duplicate  Service  71  74 

Miscellaneous  .  1  2 

\cwspai>ers  .  1.006  1,017 

Weeklies  .  40  42 

Magazines  .  209  217 

Farm  Papers  .  56  56 

Business  Pai>ers .  262  262 


1.972  1,987 

"Eleven  of  the  publisher  resignations  were 
firms  which  discontinued  publication,  and  13 
others  resulted  from  consolidations  —  lH>th 
group  eviilence  of  the  difficult  year  in  the  pub¬ 
lishing  business. 

Financial 

"Bureau  did  a  little  better  than  break  even 
last  year,  having  on  a  grt»ss  turnover  of  $537,- 
728  an  income  of  $12,552  in  excess  of  ex- 
f»enses. 

"Of  course,  this  result  is  only  possible  be¬ 
cause  of  the  provision  in  our  rules  that 
where  the  actual  cost  of  an  audit  exceeds  the 
dues  applicable  to  that  circulation  bracket  the 
difference  is  to  be  billed  to  the  publication. 
Such  excess  cost  bills  the  past  year  numberetl 
367,  or  one  out  of  every  4-1/3  publishers,  and 
they  produced  a  revenue  of  $31,514.  These 
bills  were  a  source  of  concern  to  many  mem- 
l)ers.  .  .  .  But  these  surcharges  in  no  way 
reflect  up<jn  the  integrity  of  the  publisher’s 
records.  Remember  that  the  schedule  repre¬ 
sents  a  norm — at  best  only  an  approximation 
of  cost  for  their  respective  circulation  brackets 
• — and  that  these  bills  are  the  only  way  in 
which  each  individual  audit  can  be  made  self- 
supporting. 

"The  alternative  wmild  be  to  make  a  fiat 
ptreentage  increase  to  apply  to  all  the  jKipers 
or  all  the  magazines,  but  an  examination  of 
the  figures  does  not  seem  to  justify  that 
ciiurse.  For  instance.  226  of  our  1,017  news¬ 
paper  members  got  these  bills,  which  totaled 
$19,612.  They  ranged  from  $6.94  to  $832. 
Spread  over  all  new'spapers  this  would  rep¬ 
resent  al>out  a  99f^  increase  in  dues. 

“In  the  same  way  39  of  our  217  magazines 
receiveil  excess  audit  cost  bills  ranging  from 
$4.87  to  $598.  and  the  aggregate  would  mean 
an  8.75r  increase  if  applied  to  all  magazine 
numbers.  Twenty  of  the  56  farm  papers  re- 
ceive<l  like  bills  and  the  total  would  represent 
a  flat  increase  of  11%  to  all.  Eighty-two.  or 
one-thinl.  of  the  business  papers  had  excess 
audit  costs  and  the  eipiivalent  would  l>e  a 
12.5%  charge  t<»  them  all.  The  business  press 
as  a  whole  is  the  only  group  which  has  failed 
to  meet  its  costs  over  the  past  five  years,  and 
here  a  revivi(»n  of  the  dues  schedu.e  m 
necessary.  This  is  not  true  of  the  magazine, 
newspaper,  and  farm  pa^u-r  rates;  and  in  the 
business  paper  group  it  is  due  to  the  high 
cost  of  two  phases  of  audits  iteculiar  to  ih.-it 
group  the  occupational  breakilown  of  readers 
and  the  renewal  iiercentages,  .  .  . 

Organitation 

“The  audit  work  is  in  gou<l  shape.  One 
thousand  seven  hundred  and  seventy  audits 


were  released  during  the  year,  compared  with 
1.460  in  the  previous  year,  a  gain  of  21%  and 
the  carryover  of  audits  finished  but  not  re¬ 
leased  Sept.  1  was  109  against  246  at  the 
same  date  in  1937. 

"There  were  45  men  on  the  field  auditing 
staff,  and  the  average  number  of  audits  per  man 
was  37.5,  the  highest  in  the  Bureau’s  history. 
Some  progress  has  likewise  been  made  in 
speeding  up  the  issuance  of  publishers*  state¬ 
ments  by  having  memliers  make  out  current 
statements  upon  a  copy  of  the  one  re1ease<1 
for  the  last  previous  period.  .More  than  half 
of  the  jieriodical  meni1)ers  are  taking  advantage 
of  the  idan.  and  more  than  two-thirds  of  the 
newspaper  members. 

Registarad  Agents 

"Last  year  on  the  recommendation  of  the 
convention  the  Directors  a«lopted  a  by-law 
requiring  each  member  to  have  a  so-called 
‘legistered  agent’  on  record  with  the  Bureau 
as  the  person  authorizeil  to  represent  that 
nicmlier  at  conventions.  I  am  sorry  to  re- 
pi»rt  that  the  memljers  have  l>een  delinquent  in 
carrying  out  this  simple  provision,  and  much 
time  was  wasteil  by  bead()iuarters  peoide  in 
getting  the  plan  in  shaj>e  liefore  this  conven¬ 
tion.  More  than  4.000  letters  have  had  to  be 
written  members — in  some  cases  as  many  as 
five  to  one  memlier  -ami  there  are  still  more 
than  70  who  through  neglect  have  disqualified 
their  firms  from  voting,  unless  a  corporate 
official  is  present  to  file  their  l>elate<l  authori¬ 
zations  of  such  official  as  their  registered 
agent.  If  their  representatives  arc  here  and 
the  creilentials  committee  has  not  recognized 
them,  we  can  nnderstaml  their  irritation,  hut 
we  cannot  excuse  their  delinquency. 

"During  the  year  a  committee  of  the  Ikiird 
has  pursued  its  stiuly  of  a  plan  to  show  on 
the  hack  of  newspajier  publishers’  statements 
a  map  visualizing  the  extent  of  the  papers* 
Cfjverage.  together  with  a  printed  statement  of 
that  circulation  by  counties. 

You  are  all  familiar  with  the  questionnaire, 
and  here  are  the  results  up  to  yesterday. 

“ADVERTISERS — Favoring  some  plan  of 
visualization,  57;  Op|K>sing.  2.  Favoring  plan 
described  in  questionnaire  without  change,  46; 
Suggesting  m4Mlificatioti  of  plan.  10. 

"ADVERTISINi*.  AGENCIES  -  Favo  ing 
some  plan  of  visualization.  59;  Op(>osing.  1; 
Favoring  plan  described  in  questionnaire  with¬ 
out  change.  38;  Suggesting  modification  ot 
plan,  21. 

"NEWSPAPERS — Favoring  some  plan  of 
visualization.  131;  Opposing,  246;  Favoring 
plan  descrilied  in  questionnaire  without  change, 
82;  Suggesting  modification  of  plan,  46.  Sug¬ 
gesting  some  plan  of  limiting  size  of  map  on 
basis  of  mileage  from  city,  rather  than  density 
of  coverage  of  most  distant  counties,  18;  Sug¬ 
gesting  that  map  show'  retail  trading  zone  only, 
10. 

"Advertisers  ami  agents  want  a  map  be¬ 
cause  they  believe  it  will  help  them  !*»  an 
easier  understanding  of  newspaper  circulation. 
Radio  stations,  handicapped  by  their  inability 
to  show  specific  coverage,  turnei!  to  various 
y.*irdsticks  such  as  signal  strength  measurt- 
nient.  radio  listener  .surveys  and  the  like,  and 
p  It  this  <lata  into  maps  so  as  lietter  to  compete 
with  publications  with  .\.B.C.  statements.  The 
same  technique  is  used  by  the  <»util<Mir  advertis¬ 
ing  interests  in  their  traffic  maps.  So  it  was 
natural  that  the  cnst<»mers  of  newspapers  sug¬ 
gested  a  like  device  to  enable  them  to  lietter 
show  what  they  have  f(»r  sale.  If  the  map  plan 
as  pro|K)st-<l  will  not  do  that,  it  ought  to  l>e 
tliscarfleil. 

No  "Scheme"  Intended 

"I  pass  !>y  as  tinw(»rtliy  the  implicalioii  that 
tins  was  a  move  of  some  publishing  interests 
*io  put  something  over*  on  others.  It  was  no 
•chenie  of  morning  pa]*eis  to  embarrass  eve- 
n  ng  paiHTs,  nor  of  iTietro|M»*itan  p.qKTs  t«»  s  ;ii- 
j  dinate  their  smaller  competit<ir>.  nor  of 
Miiall  papers  to  protect  themselves.  Ihe  de¬ 
mand  came  from  space  buyers.  The  plan  a^ks 
ft  r  no  iiiforinutioii  which  is  not  at  present  in 
your  audit  reports.  It  simply  proposed  to 
transfer  that  information  to  visual  form  <ui 
the  hack  of  your  l*ub’isher’s  Stitement, 

"I  pass  by  as  immaterial,  also,  the  objection 
ihal  it  will  cost  the  newspajiers  a  lot  of  money. 
The  estimated  cost  <if  preparing  for  each  city 
a  map,  a  zinc  line  cut.  and  an  electro  is  iin- 
lier  $2n.  That  cost,  dividetl  between  all  the 
p  i>ers  in  the  city,  wotiM  I>e  unimtiortant.  and 
I  have  heard  of  no  <ither  element  of  cost  worth 
considering. 

"I  mention  these  things  to  make  sure  thit  the 


air  is  cleared  of  all  misumlerstan  lings  as  to 
motives  and  objectives  of  the  map  program. 
The  mail  vote  indicates  that  a  majority  of 
news|>apers  do  not  want  any  map.  or  at  least 
not  this  map  plan.  If  they  still  fee)  that  such 
a  map  will  not  help  them  present  their  circu¬ 
lation  coverage  story  and  enalile  them  better  to 
complete  with  other  media  which  cannot  present 
like  audited  information;  or  if  they  feel  that 
any  map  thus  far  pro|M)sed  will  not  accurately 
visualize  their  circulation:  and.  if  at  this  after¬ 
noon’s  meeting,  they  vote  against  this  map 
plan.  I  can  assure  you  that  the  adverti.ser  and 
agency  Directors,  although  they  constitute  a 
majority  of  the  Board,  will  not  impo.se  upon 
the  newsjKipers  something  which  they  do  not 
want. 

"Until  our  newspajier  meml^ers  want  some 
form  of  vizualization  entirely  as  a  matter  of 
self-interest,  you  may  be  sure  it  will  not  be 
forceil  ii|N»ii  them.  In  the  meantime  the  prob¬ 
lem  remains,  and  1  know  the  Board’s  commit¬ 
tee  will  want  the  newspapers*  help  in  working 
out  an  acceptable  solution. 

Bureau  Promotion 

"I hiring  the  past  year  we  stopt>ed  talking 
promotion  .and  started  doing  something  about 
it.  .  .  .  Our  m<»st  im|>ortant  pnmiotiim  w’ork. 
which  began  in  May,  came  from  the  realization 
that  the  Bureau  nee<le<!  to  Ik*  promoted  among 
its  own  memliers — that  agencies  and  advertis¬ 
ers  w'ere  taking  the  A.B.C.  too  much  as  a 
matter  of  course.  Accordingly  the  manage¬ 
ment  secured  the  services  of  Mr.  Carl  («azley, 
for  many  years  advertising  manager  of  Vaw- 
man  6:  E  be.  and  he  has  been  concentrating 
ii|Km  our  agency  and  advertiser  members. 

"Curiously  enough,  this  activity  has  dis- 
ck»se«l  the  fact  that  publishers  themselves  in 
many  inst  nees  have  failed  to  use  their  A.B.C. 
affiliation  and  the  information  on  their  A.B.C. 
re|»orts  in  their  sales  work  to  anywhere  near 
its  iw.etitial  value.  Too  often  the  publisher’s 
representative,  assuming  that  the  space  buyer 
knows  |K*rfect]y  well  that  his  paper  is  a  meni- 
iKr  of  the  Bureau,  overlooks  the  fact  tliat  some 
of  his  mdSt  effective  selling  points  could  lie 
emphasizetl  by  pHnlucing  the  A.B.C.  Publish¬ 
er’s  Statement  or  Audit  Report. 

"If  publishers  will  coo^ierate  with  the  Bu¬ 
reau  along  this  line,  I  lielieve  it  will  Income  of 
increasing  importance  and  value  in  the  Imying 
and  selling  of  ailvertising.  The  Bureau's  pro¬ 
motion  program  is  thus  justifying  itself  as  of 
ilefinite  value  to  our  publisher  memliers. 

"Some  pr«igress  has  been  made  in  developing 
a  practical  audit  for  weekly  newspapers. 
Tentative  forms  have  lieen  approved  by  the 
committee  and  submitted  to  N.  E.  A.  officials 
for  study.  Recent  inquiries  from  associations 
indicate  an  increasing  desire  on  part  of  weekly 
pa|iers  for  an  audit  that  would  enable  them  to 
seek  A.B.C.  membership,  and  this  matter  will 
Continue  to  receive  attention  in  an  effort  to 
reach  a  satisfactory  conclusion." 

Audit  Responsibility 

“The  old  problem  of  the  sco(>e  and  adequacy 
of  a  regular  A.B.C.  audit  has  arisen  for  fresh 
consideration  this  year  by  reason  of  the  indict¬ 
ment  of  a  magazine  publisher  by  a  Federal 
Grand  Jury  charging  gross  misreiiresentation 
of  circulation.  The  Toivcr  nicagazines  were 
members  of  the  Bureau  and  were  last  audited 
for  the  year  ending  with  Decemlier,  1934.  As 
the  case  is  still  to  Ik*  tried  in  court,  it  is  of 
course  not  known  if  the  charges  are  true,  but 
regardless  of  the  outcome,  two  questions  have 
been  and  may  properly  be  asked,  ‘Is  an  A.B.C. 
audit  alisolutely  proof  against  fraud?',  and, 
‘If  not.  how  can  it  be  made  so?* 

"The  answer  to  the  first  ipiestion  is  ’No.* 
When  all  reconls  check,  the  audit  is  presumed 
to  l*e  complete.  Only  when  they  fail  to  do  so 
and  discrepancies  aiq>ear  which  the  publisher 
cannot  explain,  do  the  Bureau  represent.atives 
undertake  a  so-called  ‘outsi<le  audit’  which 
leads  to  a  house-to-house  canvass  of  carrier 
lK»ys  r(»ute  lists,  interviews  with  dealers  and 
verification  tests  upon  siiliscrihers.  This  is  a 
slow  and  expensive  (qieratioti.  It  may  lie  un¬ 
dertaken  on  the  Bureau's  initiative  alone,  or  at 
the  request  of  a  competing  publisher,  am)  the 
rules  p"ovide  for  notice  to  interested  menilxTs 
and  means  for  assessing  this  extra  expense  l>e- 
fore  it  is  undertaken.  This  serve'i  as  a  deter¬ 
rent  on  starting  such  investigations,  hut  it  is  a 
protection  to  publishers  against  mere  fishing 
expeditions  instigate*!  by  a  competitor. 

"For  probably  99%  of  our  publisher  mem- 
he  >hip  the  regular  audit  disekises  a  true  pic¬ 
ture  of  his  cii  culation.  ...  1  am  frank  to  say 
that  delilK*rale  collusive  effiirts  to  defraud  a'l- 
vertisers  might  for  a  time  esca|K*  the  vigilance 
of  tile  )>est  auditors  in  the  world,  including  our 
own.  .  .  .  A.B.C.  auditing  melluKls  are  mg  |K.*r- 
feet,  but  they  have  stoo<l  the  test  for  24  years 
and  they  continue  the  <*nly  effective  means  «if 
protecting  the  honest  publisher  ami  the  buyer. 

“Your  Buinl  now  has  lH*fore  it  a  pnqfosal 
tit  make  a  sjiot  outside  check-up  a  part  of  our 
regular  audit,  and  another  to  o|K‘n  distributors* 
iKMtks  to  our  inspection.  Ibttli  of  these  pro- 
p  isals  invitlve  a  large  increase  in  amliting  ex¬ 
pense  and  dues. 

Both  subjects  are  schedule<l  for  discussion 
tilts  afternoon. 

‘’No  appraisal  of  this  organization  can  fail 
t.»  recijgnize  its  ])1ace  of  leadership  in  the  field 


of  fact  finding  as  a  basis  for  sound  advertisiii| 
practice.  N(tt  only  was  it  the  first  but  it  has 
liecitme  the  miKlel  for  other  efforts  to  secure 
definite  information  on  both  media  and  mar¬ 
kets.  .  .  .  More  and  more  this  organizatioi 
has  Come  to  fill  an  indisiietisahle  place  in  the 
mixlern  world  of  advertising  and  publishinf. 
That  it  may  continue  to  measure  up  to  this 
oplKirtunity  is  the  aim  of  those  to  whom  yoq 
have  intrusted  the  administration  of  its  af. 
fairs." 
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56-Page  Issue  Was 
Surprise  for  Ad  Chief 

Atlanta,  Ga.,  Oct.  17— Melvin  F 
Schwarz,  advertising  director  of  the 
Atlanta  Georgian,  was  the  most  sur¬ 
prised  man  on  the  staff  Friday,  Oct 
14,  when  his  paper,  usually  carrying 
about  36  pages  on  Fridays,  rolled  ofi 
the  press  carrying  56  pages. 

Director  Schwarz,  however,  was  not 
long  ferreting  out  the  reason  for  the 
"bulge,”  which  for  more  than  two 
weeks  had  been  an  open  secret  to  all 
but  himself.  The  edition  marked  his 
seventh  anniversary  as  advertising  di¬ 
rector.  Two  solicitor  teams  were 
chosen,  headed  by  H.  Richard  Hames 
and  Lorenzo  F.  Jones,  respectively. 
No  “complimentary”  advertising  was 
accepted,  all  being  on  the  same  basis 
as  the  day-to-day  run  of  Georgian 
advertising. 

The  issue  contained  approximately 
290  columns  of  local  and  national  ad¬ 
vertising,  not  including  the  daily  run 
of  eight  to  10  columns  of  classified 
One  double-truck  and  one  full  page 
were  in  color. 

Joseph  V.  Connolly,  general  man¬ 
ager  of  the  Hearst  Newspapsers,  was 
among  notable  guests  Wednesday 
night  at  a  testimonial  dinner  in  honor 
of  Mr.  Schwarz. 

Mr.  Connolly  arrived  in  Atlanta 
from  New  Orleans  shortly  after  a 
plane  in  which  he  and  13  others  were 
passengers  was  landed  safely  near 
Montgomery,  Ala.,  after  bursting  into 
flames.  Immediately  after  the  landing 
in  a  cotton  field,  Connolly  struck  out 
across  the  fields  to  find  a  telephone 
and  report  the  accident  to  his  news¬ 
papers. 

■ 

Typical  U.  S.  Family 
Likes  Advertising 

Advertising  is  considered  money 
well  spent  and  the  average  American 
prefers  nationally  advertised  brands 
to  other  unknown  cheaper  brands, 
according  to  testimony  made  by  the 
Glen  Craig  family  of  Muncie,  Ind. 
who  were  interviewed  at  a  luncheon 
Tuesday  at  the  Hotel  Roosevelt,  New 
York,  given  by  the  Sales  Executives 
Club  of  New  York. 

Mr.  and  Mrs.  Craig  and  their  two 
small  children  were  selected  as  the 
"Typical  American  Family”  by  the 
Muncie  Press  on  the  qualifications  of 
Robert  Lynd  in  his  book,  “Middle- 
town  in  Transition,”  which  concerned 
the  typical  American  city,  namely. 
Muncie.  The  selection  was  made  > 
year  ago  with  the  aid  of  Ball  State 
College,  a  Muncie  physician  and  sev¬ 
eral  other  citizens  who  made  a  survey 
of  the  local  situation,  according  to 
Wilbur  E.  Sutton,  editor  of  the  Press 
The  Craigs  went  to  New  York  with 
all  expenses  paid  by  Dr.  William  I 
Reilly,  president  of  the  National  In¬ 
stitute  for  Straight  Thinking,  who  in¬ 
terviewed  them  at  the  luncheon. 
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Dr.  Reilly  was  introduced  by  L** 
H.  Bristol,  vice-president  of  the  Bris¬ 
tol-Myers  Co. 

Dr.  Reilly  reminded  the  sales  man¬ 
agers  they  should  get  acquainted  with 
their  average  customer  and  get  ou- , 
and  knock  at  customers’  doors  once 
in  awhile.  The  Craigs  were  their  op¬ 
portunity  to  meet  the  average  cus- 1 
tomer,  he  said. 
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Pacific  Council 
AAAA  Opens 
First  Convention 


Ewald,  Billingsley.  Parker 
And  Benson  Among 
Speakers  at  Del  Monte,  Cal. 

(By  telegraph  to  Editoii  S:  Publisheh) 

Del  Monte,  Cal.,  Oct.  20 — With  mes¬ 
sages  scheduled  by  nationally  promi¬ 
nent  personages,  the  convention 
sessions  of  the  Pacific  Council,  Ameri¬ 
can  Association  of  Advertising  Agen¬ 
cies,  opened  here  this  morning.  Pre- 
i  ceding  the  sessions  were  an  “Acquaint- 
I  ance  Night”  gathering  and  a  meeting 
is  not » of  the  council  officers  and  the  chapter 
>r  the  governors  last  night, 
i  two  Registration  figures,  although  as 
to  all  yet  incomplete,  showed  greatest  at- 
!d  his  tendance  of  any  of  the  four  agency 
ig  di-  •  meetings  held  here.  While  this  is 
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Presiding  over  this  year’s  conven¬ 
tion,  first  since  official  inauguration  of 
the  Pacific  Council,  will  be  David  M. 
Botsford,  chairman  of  the  council  and 
president  of  Botsford,  Constantine  & 
Gardner.  Presiding  over  alternate 
sessions  today  were  Edmund  M.  Pitts, 
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the  first  convention  since  official  es¬ 
tablishment  of  the  Pacific  Council, 

Coast  AAAA  members  have  been 
meeting  here  annually  since  1935. 

Attendance  and  enthusiasm  displayed 
were  hailed  as  significant  of  an  opti¬ 
mistic  outlook  among  Coast  agencies, 
nately  =  Closed  Sessions 

al  ad-  ■  Closed  sessions  were  being  held  this 
y. morning  and  this  afternoon,  with  . 

Bified  !  speakers  including  Henry  T.  vice-chairman  of  the  council  and  Mr 

P®«*iEwald,  president,  Campbell  -  Ewald  Bruhn,  chairman  of  the  Southern 
Co.,  of  Detroit;  Allen  L.  Billingsley,  California  chapter.  Miss  Frankie 
vice-president,  AAAA,  and  president 
of  Fuller  &  Smith  &  Ross,  Cleveland; 

L.  M.  Clark,  head  of  L.  M.  Clark,  Inc., 

New  York  research  organization,  and 
John  E.  Brennan,  director  of  market 
Ltlanta  -  research  for  Outdoor  Advertising,  Inc. 

[ter  i  )  George  B.  Parker,  editor-in-chief, 

>  were  i  Scripps  -  Howard  Newspapers,  and 
!  Thomas  H.  Beck,  president,  Crowell 
g  into  Publishing  Company,  and  L.  E. 
inding  =  Townsend,  vice-president  in  charge 
ck  out  I  of  advertising.  Bank  of  America,  are 
(phone  j  guest  speakers  on  tomorrow’s  pro- 
news-  gram.  John  Benson,  Four-A  presi- 
I  dent,  spoke  before  a  closed  session 
I  today  and  will  speak  again  tomorrow. 

All  sections  of  the  Coast  are  repre- 
y  sented  in  the  speakers’  list  for  today’s 
sessions.  Addresses  were  made  by 
Don  Belding,  vice-president.  Lord  & 

Thomas,  Los  Angeles;  John  Weiser, 
vice-president,  Botsford,  Constantine 
t  Gardner,  Los  Angeles;  Lloyd  B. 

Myers,  art  director,  Bowman,  Deute, 

Cummings,  Inc.,  San  Francisco;  Jack 
C.  Morse,  vice-president,  Dan  B. 

Miner  Co.,  Los  Angeles;  Richard  Rus¬ 
sell,  account  executive.  Lord  & 

Thomas,  San  Francisco;  Warren  E. 

Kraft,  Seattle  manager,  Erwin,  Wasey 
&  Co.;  William  H.  Horsely,  the  Izzard 
Co.,  Seattle;  Terrell  T.  McCarty,  Mc¬ 
Carty  Co.,  Los  Angeles,  and  Norman 
E.  Wilding,  of  Wilding  Picture  Pro¬ 
ductions,  InC. 

Radio  Departmental 

Tonight  August  J.  Bruhn,  Los  An- 
fieles  manager,  McCann  -  Erickson, 


National  Editorial  Association  directors  meeting  in  Chicago  this  week.  L.  to  r.:  Edwin 
F.  Abels,  Lawrence  (Kans.)  Douglas  County  Republican;  A.  S.  Hardy,  Gainesville  (Ga.) 
News;  Arne  Rae,  Oregon  Publishers  Association,  newly  elected  president  of  the  News¬ 
paper  Association  Managers;  Howard  Palmer,  Greenwich  (Conn.)  Press,  NEA  vice- 
president;  William  H.  Conrad,  Medford  (Wis.)  Star-News,  NEA  president;  Walter  H. 
Crim,  Salem  (Ind.)  Republican,  NEA  treasurer;  Miss  Ferrol  Tyler,  NEA  headquarters 
secretary;  W.  W.  Loomis,  La  Grange  (III.)  Citizen,  board  chairman;  Bruce  McCoy, 
Louisiana  Press  Association,  retiring  NAM  president;  R.  C.  Stitser,  Winnemucca  (Nev.) 
Humboldt  Star;  Roy  Brown,  San  Rafael  (Cal.)  Independent;  and  R.  B.  Howard, 
London  (O.)  Madison  Press. 


Coykendall,  vice-president,  Botsford, 
Constantine  &  Gardner,  is  convention 
executive. 

Sessions,  which  are  being  held  in  the 
Hotel  De  Monte,  will  conclude  to¬ 
morrow  night  with  the  annual  dinner. 
Mrs.  David  M.  Botsford  is  in  charge 
of  a  special  program  for  women. 

■ 

Nieman  Fellows 
Begin  Studies; 

To  Hear  Newsmen 
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W.  A.  White  Among  Noted 
Speakers  Listed  for 
Weekly  Dinner  Lectures 

Boston,  Oct.  20 — Archibald  Mac- 
Leish,  curator  of  the  Nieman  Collec¬ 
tion  at  Harvard  University,  has  ar¬ 
ranged  a  series  of  weekly  dinner  lec¬ 
tures  by  eminent  journalists  and  other 
specialists  for  the  eight  newspapermen 
who  began  this  month  a  year’s  study 
of  elective  subjects  at  the  College  un¬ 
der  the  subsidy  of  the  Lucius  W.  Nie¬ 
man  Fellowship. 

MacLeish,  Pulitzer  Prize  poet,  in 
addtion  to  his  duties  as  curator  is  also 
acting  as  counsellor  to  the  Nieman 
Fellows.  Ralph  McA.  Ingersoll,  pub- 
li.sher  of  Time;  and  John  Gunther, 
foreign  correspondent,  have  already 
addressed  the  Nieman  group.  Edward 


uc  -  »  manager,  ivicuann  -  iLncKson,  ,  ,  v  j  t  tu  atj 

State  J  Inc.,  will  be  in  charge  of  a  display  of  Stanley,  formerly  head  of  the  AP 
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films  designed  to  show  new  technique 
the  use  of  movies  for  advertising. 
Radio’s  departmental  was  held  this 
niorning  with  Tom  Harrington,  man¬ 
ager,  Young  &  Rubicam’s  radio  de¬ 
partment  at  Los  Angeles,  in  charge. 


wirenhoto  service,  was  the  speaker 
Oct.  20. 

Lippmann,  W.  A.  White  to  Speak 

Walter  Lippmann.  Alexander  Wooll- 
cott.  Secretary  of  Agriculture  Henry 
Wallace  (a  former  agriculture  editor). 


with  Harold  Deal,  president.  Pacific  Henry  R.  Luce.  Hey  wood  Broun,  and 
Advertising  Clubs  A^c^iation,  and  ad-  William  Allen  White  are  among  those 


ay  Leo 
e  Bris- 


vertising  director.  Tide  Water  Asso 
^ted  Oil  Company,  San  Francisco; 
^omas  McAvity,  Lord  &  Thomas, 
Hollywood;  and  Donald  W.  Thom- 
s  man-  Coast  vice-president, 

?d  with  Boadcasting  System,  speak- 

>et  oui 

-s  once  rv"*®*^*  TOnny,  radio  comedian,  and 
eir  op-  Wilson,  National  Broadcasting 

;e  cus-  ompany,  appeared  at  the  noon  lunch¬ 
eon  today  in  the  main  dining  rorm. 


scheduled  for  the  private  dinners. 
Others  include:  Louis  Kronenberger, 
book  reviewer;  Charles  Merz,  editorial 


writer,  and  Louis  Stark,  labor  reporter, 
all  of  the  New  York  Times;  Walter 
Millis,  editorial  writer.  New  York 
Herald  Tribune;  G.  P.  Parker,  editor- 
in-chief,  Scripps-Howard  papers;  W. 
W.  Waymack,  editorial  writer,  Des 
Moines  Register  and  Tribune;  Paul  Y. 
Anderson,  Washington  correspondent, 
St.  Louis  Star-Times;  Robert  Cant¬ 
well,  magazine  writer  and  novelist; 
Joseph  Freeman,  former  editor.  New 
Masses;  and  David  Dietz,  science  edi¬ 
tor,  Scripps-Howard. 

Nieman  Fellows  Begin  Studies 

Newspapermen  who  have  begun 
their  Nieman  fellowships  at  Harvard 
include  Edwin  A.  Lahey,  Chicago 
Daily  News  reporter;  Frank  S.  Hop¬ 
kins,  Baltimore  Sun  reporter;  Osburn 
Zuber,  chief  editorial  writer,  Birming¬ 
ham  (Ala.)  News;  Wesley  Fuller, 
Boston  Herald  reporter;  Louis  M. 
Lyons,  Boston  Globe  reporter;  John 
McL.  Clark,  editorial  writer,  Wash¬ 
ington  (D.  C.)  Post;  Hilary  H.  Lyons, 
Jr.,  chief  editorial  writer.  Mobile 
(Ala.)  Press  and  Register;  and  Edwin 
J.  Paxton,  Jr.,  chief  editorial  writer 
and  associate  editor,  Paducah  (Ky.) 
Sun-Democrat. 

Irving  Dilliard,  editorial  writer  of 
the  St.  Louis  Post-Dispatch,  will  take 
a  half-year  course,  starting  Feb.  1. 

Discussing  the  Nieman  project  with 
Julius  Kaplan  of  the  Boston  Evening 
Transcript  in  an  interview  this  week, 
MacLeish  stated:  “What  I  see  as  a 
possible  dream  is  a  time  15  or  20 
years  from  now  when  we  will  have 
in  the  publishers’  and  editors’  chairs 
of  the  sectional  papers  men  who  have 
had  a  chance  to  orient  themselves  by 
di.scussion  with  some  of  the  greatest 
scholars  of  the  country.” 

■ 

GETS  3  YEAR  TERM 

William  J.  Cressy,  who  operated 
under  a  half  dozen  or  more  different 
firm  names,  including  Continental  Ad¬ 
vertising  Service,  Merchandising  Mart 
and  Trans  -  American  Advertising 
Service,  was  found  guilty  in  district 
court,  Milwaukee,  Oct.  13  on  three 
counts  of  operating  a  confidence  game. 
His  advertisements  offering  home  em¬ 
ployment  upon  receipt  of  $3  and  $5 
“good  faith”  fees  were  placed  in  scores 
of  publications. 


Arne  Rae  Named 
Executive 
Secretary  of  NEA 

Oregon  Assn.  Manager  Takes 
Office  Jon.  1  .  .  .  Affifiate 
Member  Plan  Continued 

Chicago,  Oct.  19 — In  keeping  with 
the  National  Editorial  Association’s 
expansion  program,  the  board  appoint¬ 
ed  Arne  Rae,  manager  of  the  Oregon 
Newspaper  Publishers  Association  for 
the  last  10  years,  NEA  executive  sec¬ 
retary,  effective  Jan.  1,  1939,  at  its 
meeting  here  this  week.  Mr.  Rae,  who 
was  elected  president  of  the  Newspa¬ 
per  Association  Managers,  Inc.,  plans 
to  resign  as  head  of  NAM  upon  assum¬ 
ing  his  new  duties  here  next  January. 
The  NEA  has  not  had  a  permanent 
secretary  for  the  past  two  years. 

The  board  voted  to  continue  the 
affiliated  membership  plan  for  state 
press  associations  in  effect  during  the 
past  year.  It  also  authorized  President 
William  H.  Conrad,  Medford  (Wis.) 
Star-News,  to  contact  state  press  as¬ 
sociations  relative  to  appointment  of 
an  NEA  legislative  representative  in 
Washington,  D.  C. 

To  Redraft  Contsitution 

Board  members  considered  the  pro¬ 
posed  changes  in  the  NEA  constitu¬ 
tion  as  submitted  by  state  press  asso¬ 
ciation  representatives  and  approved 
the  provision  for  an  executive  coun¬ 
cil,  to  be  composed  of  a  representa¬ 
tive  from  each  state  group,  as  an 
advisory  body  to  the  board.  The  con¬ 
stitution  was  referred  to  a  sub-com¬ 
mittee  for  redrafting  to  include  recom¬ 
mended  changes. 

Net  result  of  the  changes  approved 
will  be  a  closer  tie-up  between  NEA 
and  state  press  associations,  board 
members  stated.  It  was  also  reported 
that  NEA’s  financial  situation  was 
greatly  improved  with  the  associa¬ 
tion  now  in  a  position  to  expand  its 
services  to  the  non-metropolitan 
newspapers. 

Mr.  Rae  is  widely  known  in  stale 
press  association  work.  In  addition 
to  his  managership  of  the  Oregon 
association,  he  has  been  a  member  of 
the  faculty  of  the  school  of  journal¬ 
ism  at  the  University  of  Oregon.  A 
World  War  veteran,  he  worked  on  the 
Oregon  City  Enterprise  in  the  adver¬ 
tising  and  news  departments  and  for 
five  years  was  co-publisher  and  edi¬ 
tor  of  the  Tillamook  (Ore.)  Herald. 


AUTO  SHOW  PLANS  NEAR  COMPLETION 

THE  STARTING  gun  for  the  Automobile  Show  in  New  York  beginning  Nov. 

11  will  be  fired  at  a  luncheon  Nov.  10  at  the  Advertising  Club  of  New 
Y-'rk  with  General  Hugh  S.  Johnson  as  the  principal  speaker.  Lee  J.  East- 
m  n,  president  of  the  Packard  Motor  Car  Co.,  is  chairman  of  the  committee 
.  .  i  i,  the  program.  The  event  will  be  broadcast. 


SALTER  nSHBEIN  AIDE 

Lawrence  C.  Salter,  medical  editor 
of  the  Detroit  Free  Press,  resigned  last 
week  to  become  assistant  in  press  re¬ 
lations  to  Dr.  Morris  Fishbein,  editor 
of  the  American  Medical  Association 
in  Chicago.  A  member  of  the  Free 
Press  for  the  past  eight  years,  Salter 
was  formerly  on  the  Toledo  Blade, 
Toledo  Times,  Windsor  (Ont.)  Daily 
Star  and  Sioux  City  (la.)  Journal. 
He  recently  married  Miss  Alice  M. 
Clonroy,  secretary  to  J.  R.  Wescott, 
circulation  manager  of  the  Philadel¬ 
phia  Evening  Ledger.  He  took  up  his 
new  A.  M.  A.  duties  Oct.  15. 

■ 

NAMED  BENES  FIRST 

Four  days  prior  to  publication  Oct. 
6  in  the  Lotidon  Times  of  a  letter 
written  by  H.  G.  Wells,  eminent 
English  historian,  in  which  he  sug¬ 
gested  that  the  Nobel  Peace  Prize 
should  be  awarded  to  President 
Edouard  Benes  of  Czechoslovakia  for 
his  efforts  in  preserving  peace  in  Eu¬ 
rope,  the  New  Orleans  Item-Tribune 
also  suggested  this  action  editorially. 
James  M.  Thompson,  publisher,  wrote 
the  editorial. 
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"Catchy"  Lines 
In  Small  Space 
Selling  Hats 

Young's  Stores  in  N.  Y. 

Using  Clever.  Consistent 

Copy 

"Who  Hit  Horace  With  a  Hammer?” 
is  typical  of  the  clever  catch  lines  in 
current  small  space  advertising  for  the 
31  Young's  hat  shops  in  New  York 


No  C(>(' For  xears  r>o«.  poor  old  Horace 
hav  been  Scaring  halt  that  really  ncNer 
&  conformed  lo  his  skull  They  bound  him 

tfore  and  aft.  This  neat  exeaxation  job 
is  the  result. 

I  It  i^as  such  a  «ide-sprcad  affliction 

that  Young's  went  to  bat  to  preserve  and 
protea  the  masoiline  skull  atsd  cante  up 
with  the  patented  Kushon-fit*  Every 
YtHing's  hat  is  constructed  with  this 
patcnti-d  feature  which  permits  the  hat 
>  to  conform  to  the  skull  without  binding, 

r  Discusci  the  ease  and  comfort  of 

Kushon-ht*  for  yourself  Come  in  and 
K  Si-e  this  pleasing  bit  of  skull  duggery  * 

•lUa  t  s  Pm  oi 

I  j  I  H.U  ^ps  in  Greater  New  York 

t  AMttiCA'S  lAteisi  aitAUiat  or  tfcfiON  mati 


Type  of  humorous  copy  which  it  selling 
heft  in  New  York. 

City  which  is  reported  by  the  Hirshon- 
Garfield  advertising  agency  to  be  suc¬ 
cessfully  selling  hats. 

Still  more  clever  is  the  copy  under 
this  heading:  “No  one!  For  years 
now,  poor  old  Horace  has  been  wear¬ 
ing  hats  that  really  never  conformed 
to  his  sIcuU.  They  bound  him  fore 
and  aft.  This  neat  excavation  job  is 
the  result.  It  was  such  a  wide-spread 
affliction  that  Young’s  went  to  bat  to 
preserve  and  protect  the  masculine 
skull  and  came  up  with  the  patented 
Kushon-fit.” 

Sidney  Garfield,  executive  vice- 
president  of  the  agency,  said  Wed¬ 
nesday  that  for  years  all  hat  advertis¬ 
ing  had  been  more  or  less  alike.  You 
had  a  pretty  boy  picture  and  whether 
it  was  a  $10  hat  or  a  $2.85  one  it  looked 
just  the  same,  he  said.  When  the 
agency  took  over  the  account  early 
in  September  it  was  decided  that  the 
advertising  should  be  a  year-round 
proposition  using  small  space. 

Compete  for  Attontion 

“When  you  go  into  small  space  ad¬ 
vertising  you  have  got  to  compete  for 
attention,  therefore  you  must  do  some¬ 
thing  unusual,”  Mr.  Garfield  said. 
“So  we  adopted  the  clever  headline 
and  copy  style.” 

“However,  in  every  ad  there  is  a 
basic  merchandising  idea.  It  is  not 
just  clever  copy,”  he  added.  He  ex¬ 
plained  that  “The  Story  of  the  Three- 
Headed  Man”  was  used  as  a  caption 
over  an  ad  which  stressed  the  point 
that  Young’s  hats  look  good  three 
ways;  front,  back  and  sideways. 


"Raising  a  Fuzz"  was  the  caption  for 
advertising  rough  hats  to  be  worn 
with  tweeds  and  cheviots. 

This  type  of  advertising  has  been 
carried  on  for  six  weeks  now,  run¬ 
ning  210-line  space  twice  a  week  in 
the  New  York  Sun,  World-Telegram 
and  New  York  Times.  Sometimes  the 
News  and  Post  are  used.  Provision 
has  been  made  in  the  appropriation  to 
allow  for  1,000-line  ads  on  special  fea¬ 
tures. 

Business  Reported  Ahead 

Young's  business  has  been  going 
ahead  this  fall,  Mr.  Garfield  stated. 
“We  know  the  advertisements  are 
being  read  by  the  comments  of  cus¬ 
tomers.  And  what’s  more,  the  sales 
personnel  is  also  reading  them,”  he 
said. 

“This  type  of  advertising  is  fairly 
rememberable,”  Mr.  Garfield  con¬ 
tinued.  “If  we  stick  at  it  long  enough 
it  will  impress  itself  on  the  conscious¬ 
ness  of  the  town.  It  is  distinctly 
Young’s  advertising  and  people  will 
grow  to  know  that  it  is  Young’s.” 

Another  clever  ad  stressed  “Prunes 
and  Hats:  You  can  expect  a  prune  to 
wrinkle.  You  have  a  right  to  expect 
that  your  hat  will  hold  its  shape,”  it 
continued.  “Charcoal  for  Sale;  No 
we  haven’t  gone  into  the  fuel  business. 
We’re  still  purveying  fine  headwear. 
What  we’re  talking  about  is  the  new 
hat  color  that  Esquire  says  is  smart 
stuff  this  season — Charcoal  Brown.” 
Another  is:  “Mystery  Story:  We 
defy  Philo  Vance  and  Sherlock  Holmes 
to  solve  the  mystery  of  our  Melofelt 
hats.” 


Campaigns  and  Accounts 


NEEDHAM  AND  GROHMANN,  Inc., 

New  York,  has  been  appointed  by 
the  Gotham,  Dauphin,  WHm:HA.LL,  and 
Bryant  Hotels  in  New  York  v^ich 
are  operated  by  the  American  Hotels 
Corporation. 

The  Pennsylvania  Distilling  Co., 
Inc.,  Logansport,  Pa.,  has  appointed 
E  T.  Howard  Company,  Inc.,  to  handle 
its  advertising.  Initial  plans  call  for 
extensive  use  of  newspapers  in  Penn¬ 
sylvania  on  Good  Old  Guckenheimer 
Pennsylvania  straight  rye  whisky  and 
Guckenheimer’s  Blue  Banner  blended 
rye  whisky. 

E.  Leitz,  Inc.,  importers  of  Leica 
cameras  has  named  Mwin  M.  Phillips 
&  Co.  to  direct  advertising  and  mer¬ 
chandising  promotion  for  the  cameras 
and  Leitz  photographic  accessories  and 
equipment.  The  1939  schedule  is  be¬ 
ing  prepared. 

D’Evelyn  &  Wadsworth,  San  Fran¬ 
cisco,  is  now  placing  Pacific  Coast 
Division  advertising  for  Old  Trusty 
Dog  Food  Co.  Trade  and  grocery  jour¬ 
nals  are  being  used  with  a  more  ex¬ 
pansive  program  scheduled  later. 

Copy  on  behalf  of  Tea  Garden 
Products,  San  Francisco,  is  now  ap¬ 
pearing  in  more  than  80  western 
newspapers.  Botsford,  Constantine  & 
Gardner  is  the  agency. 

The  Hicks  Advertising  Agency  has 
been  appointed  merchandising  and 
advertising  counsel  for  Myra  Joy 
Products,  makers  of  “Snug-Hug” 
Slips  .  .  .  Atlanta  Knitting  Mills, 
producers  of  “Woolsie”  Underthings 
for  women  .  .  .  Madison  Manufactur¬ 
ing  Co.,  makers  of  “Dressmaker”  Slips. 

A.  Goodman  &  Sons,  manufacturers 
of  Goodman’s  Noodles,  Spaghetti, 
Macaroni  and  Matzos,  has  placed  its 
account  witii  the  New  York  Office  of 
the  A1  Paul  Lefton  Company,  Inc. 

Newspapers  in  college  towns  are 


being  used  on  Sandra  Gloves,  manu¬ 
factured  by  Eisendrath  Glove  Com¬ 
pany,  Chicago,  through  Goodkind  & 
Morgan,  Chicago  agency. 

Benson  &  Dali,  Chicago  agency,  has 
been  named  to  handle  the  account  of 
Mar-O-Oil  Shampoo,  a  product  of 
J.  W.  Marrow  Mfg.  Co.,  Chicago. 

Beaumont  &  Hohman,  Inc.,  Chicago 
office,  is  placing  the  account  of  Mid- 
Continent  Air  Lines,  Kansas  City. 

Blackett  -  Sample  -  Hummert,  Inc., 
Chicago,  is  issuing  orders  to  news¬ 
papers  on  F  &  F  Laboratories,  Chi¬ 
cago. 


Among  Advertising  Folk 


E.  J  BANNVART,  recentlv  an  account 

executive  with  Blackett-Sample- 
Hummert  and  formerly  vice-presi¬ 
dent  of  Cecil,  Warwick  &  Legler,  has 
been  anpointed  vice-president  of  the 
Biow  Company,  New  York  agency,  in 
charge  of  new  business. 

P.  Wayne  Jackson  has  resigned  as 
art  director  and  production  manager 
of  MacDonald-Potter,  Inc.,  Chicago. 

Harry  A.  Wapshare  of  the  Newark 
(N.  J.)  Sunday  Call  is  chairman  of  a 
Newark  Advertising  Club  committee 
conducting  a  membership  drive  aim¬ 
ing  at  100  new  members  by  Dec.  15. 
Other  members  of  the  committee  are 
Gilbert  Falk,  Newark  Star-Eagle; 
Patrick  M.  Feeney,  Newark  Evening 
News;  Theodore  S.  Fettinger,  United 
Advertising  Agency,  and  Herman  Os- 
TROFF  of  the  Lewmar  Paper  Co. 

Appointment  of  Joe  Foley  as  as- 
sbtant  advertising  manager  at  Gra- 
ham-Paige  Motors  Corporation,  is  an¬ 
nounced  by  S.  J.  Case,  director  of  ad¬ 
vertising  and  sales  promotion. 

Dr.  Alfred  M.  Lee,  author  of  “The 
Daily  Newspaper  in  America”  (Mac¬ 
millan,  1937),  has  joined  Raymond 
Rich  Associates  of  New  York,  a  firm 
engaged  in  counsel  and  management 
in  the  fields  of  publishing,  distribution, 
and  educational  publicity  for  organi¬ 
zations  operating  in  the  public  in¬ 
terest. 

John  L.  Fort,  head  of  the  Fort  &  Co., 
Advertising  agency,  Charlotte,  N.  C., 
has  just  returned  from  Washington, 
D.  C.,  and  a  three-day  conference  of 
the  National  Council  of  Ellis  Plan 
Agencies  and  the  National  Advertising 
Agency  Network.  Fort  &  Co.,  recently 
joined  the  National  Council  of  Ellis 
Plan  Agencies,  a  group  of  advertising 
men  joined  together  for  promotion  of 
the  sales  engineer  aspect  of  adver¬ 
tising. 

John  S.  Greenwalt,  advertising  and 
merchandising  executive  has  joined 
the  Glicksman  Advertising  Co.,  Inc. 

Albert  E.  Mudkins,  formerly  with 
J.  M.  Mathes,  Inc.,  has  been  named  to 
direct  copy  and  marketing  for  Albert 
Frank-Guenther  Law  Inc. 

Felix  B.  Dyck  Hoff,  formerly  with 
Compton  Advertising  Inc.,  and  more 
recently  with  the  American  Tobacco 
Co.,  has  rejoined  Compton. 

Roy  F.  Shults,  for  10  years  with 
Compton  Advertising  Inc.,  has  been 
appointed  director  of  media  of  Joseph 
Katz  Company,  of  Baltimore  and  New 
York. 

AGENCY  BLDG. 

The  J.  Walter  Thompson  Advertis¬ 
ing  Agency  will  move  into  its  own 
building  at  Vine  and  Selma  streets, 
Hollywood,  about  Jan.  1,  Arthur  Far- 
low,  Pacific  Coast  manager  of  the 
agency,  has  announced.  The  Los 
Angeles  and  Hollywood  units  of  the 
concern  will  be  merged. 


Broadcast  Hash  Using! 
Full  Pages 

Chicago,  Oct.  18— Using  black  ar 
white  full-page  smashes  in  mw 
papers  locally  and  in  other  inidwt 
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cities,  Illinois  Meat  Company  last  week 
launched  an  outstanding  newspaper 
advertising  campaign  in  behalf  of 
Broadcast  (horned  Beef  Hash. 

The  resulting  increased  sales  have 
already  been  outstanding  in  the  his¬ 
tory  of  the  Illinois  Meat  Company,  ac¬ 
cording  to  the  George  H.  Hartma: 
Company,  local  agency  handling  the 
account.  Equally  significant  is  & 
fact  that  Broadcast  Corned  Beef  Hast, 
was  formerly  a  strong  user  of  radio  i 

The  opening  sales  salute  is  beiiii' 
followed  in  consistent  newspaper  space) 
throughout  the  balance  of  1938  aodi 
1939  in  Chicago,  Milwaukee,  Madisor.  ) 
South  Bend,  Grand  Rapids,  St.  Joseph  j 
Benton  Harbor,  Rockford,  Green  Bay  | 
Waukegan,  Kenosha  and  Racine.  Ai 
color  ad  is  scheduled  for  Nov.  2  in  the  | 
Chicago  Tribune. 

■  i 

Municipal  Ads  ' 

Draw  Inquiries 

Atlantic  City,  Oct.  18 — Inquiries ) 
resulting  from  the  municipal  adver-i 
tising  campaign  have  grown  by  leaps] 
and  bounds  in  the  past  two  years  1 
Those  received  in  the  first  10  months] 
of  1936  totaled  2,744;  in  the  first  nine] 
months  of  1937  rose  to  9,620;  and  it| 
the  first  nine  months  of  1938  jumped] 
again  to  17,874.  The  figures  are  fro:] 
Paul  J.  O’Neill  of  Borland  Advertis  ' 
ing  Agency,  handling  the  account. 

The  nine-month  share  of  the  $65.0(( ! 
appropriated  for  all  of  1938  has  bees  I 
spent  15  per  cent  in  magazines,  $3^1*1 
on  billboards  and  the  balance  in  news- 1 
papers. 

AGENCIES  MOVE 

Simmonds  &  Simmonds,  Inc.,  Cfc  ) 
cago  agency,  have  moved  to  lar?- 
quarters  in  the  201  North  Wells  buii^: 
ing.  E.  W.  Jungell,  formerly  »•; 
manager  of  Houck  Motor  Coach  .A: 
vertising  Service,  St.  Paul,  Minn.,  h 
joined  the  organization  as  accou" 
executive.  The  Charles  H.  Kale& 
advertising  agency,  Syracuse,  N.  • 
is  moving  from  offices  in  the  S‘^ 
Tower  Building  to  larger  quarters^ 
the  University  Block,  Washington  - 

CONDUCTS  COURSE 

John  H.  Miller,  vice-president 
the  Frank  Presbrey  Co.,  New 
advertising  agency,  has  been  appo" 
ed  to  conduct  a  course  in  public  ra¬ 
tions  for  Newark  Chapter,  Ameri- 
Savings  and  Loan  Institute. 


FOR  OCTOBER  2  2,  1938 
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THE  ADVERTISING  SURVEY 

By  WARREN  L.  BASSETT 


Signs  Point  to  Better  Business  Ahead 

Lahey-Daly^  Co.  Announces  XHERE  WAS  a  decided  tingle  of  bet-  overprinted  on  a  flat  bed  press  on 
Most  of  Major  Cities  ter  times  in  the  air  this  week  which  about  100  copies  for  the  Hears!  cen- 

Covered  might  well  be  calculated  to  raise  the  tral  office  and  advertisers. 

hackles  or  stiffen  the  spines  of  that  There  is  no  doubt  that  the  U.  S.  has 
Approximately  150  newspapers  have  portion  of  business  which  has  felt  for  nearly  130.000,000  people  who  want  to 
gned  contracts  to  carry  advertising  some  time  that  The  End  was  Just  move  ahead,  improve  their  standard 

stings  in  their  daily  radio  logs,  ac-  Around  the  Corner.  of  living,  buy  and  enjoy  the  good, 

arding  to  Thomas  F.  Daly  of  the  Chief  generator  of  the  tingle  was  things  of  life  within  their  income  (and 
ahey-Daly  Company,  which  orig-  General  Motors  with  its  announce-  oftentimes  outside  of  it).  Hoarding 
lated  the  plan.  At  the  present  time  ment  Tuesday  that  35,000  employes  pennies  never  was  a  national  trait. 

5  newspapers  are  carrying  the  bold  were  being  called  back  to  work,  that  And  there  is  little  doubt  that  those 

see  lines  of  advertising  in  the  logs  pay  cuts  were  to  be  restored.  Adding  firms  which  aggressively  promote 
nd  several  large  advertisers  have  con-  their  optimistic  volts  were  such  head-  their  sales  with  advertising  are  going 
racted  for  space.  Esso  gasoline  is  lines  as  these  from  recent  financial  to  get  their  share  of  total  business, 
ising  30  papers,  Mr.  Daly  said.  pages: 

Only  newspapers  in  cities  of  100,000  “STEEL-MILL  OUTPUT  RISES  Teaser  Copy  “Come-Back” 

•opulation  and  over  are  solicited  for  jq  jggg  pEAK.”  NEWSPAPER  PAGES  have  revealed 

his  advertising,  Mr.  Daly  stated.  The  “JONES  (Jesse)  CONVINCED  a  resurgence  of  the  time-tried  teaser 
elling  point,  he  said,  is  to  get  the  UPSWING  IS  HERE.”  copy.  Recently  Buick,  Oldsmobile, 

idvertisers  to  tie-in  their  radio  pro-  “AUTO  PRODUCTION  AGAIN 
[rams  with  paid  lines  in  the  radio  logs  FVPAMne:  «;HARPT.Y-  CON- 

)f  cities  where  their  programs  will  be  SUMER  BUYING  KEEPS  PACE 
leard.  Most  of  the  nation’s  large  cit-  WITH  OUTPUT  ” 
es  are  now  covered,  he  said.  “BUICK  RETAIL  ORDERS  UP 

Advertising  charges  vary  for  this  _Highest  Totals  in  Ten  Years  Are 
:pace.  A  minimum  charge  of  $1  per  Reported  by  Dealers.” 

100,000  circulation  is  made,  Mr.  Daly  Th^re  are  dull  spots,  it  is  true,  but 
aid,  with  the  average  for  the  con-  jall  season  is  just  getting  into  its 
•racted  newspapers  running  about  stride  after  a  spell  of  unseasonably  hot 
11.20  per  line.  The  Lahey-Daly  Com-  ^gather 

[any  receives  a  10%  commission  after  the  newspaper  field  linage  is  pick- 

^  15%  agency  commission  has  been  jj^g  up.  Two  outstanding  examples 

came  to  attention  this  week.  In  Wash- 
We  can  give  five  to  ten  times  more  ington  the  Evening  Star  proudly  an- 
readers  than  he  has  listeners  to  the  ad.  nounced  in  a  Page  1  box  that  the 
vertiser  at  ^ee  to  five  per  cent  of  Tuesday,  Oct.  17,  paper  was  the  larg- 
the  cost  of  time  and  talent  on  the  air,  weekday  edition  in  its  75  years  of 

e  said.  existence.  Eighty-two  pages  were 

Some  newspapers  are  devotmg  one  printed  compared  with  the  previous 
man  m  their  sales  force  to  solicit  local  hjgh  of  80  pages  issued  Friday,  Dec. 


Three  little  mohair  goats  are  ue. 
On  our  icay  to—tiell,  you’ll  see! 
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'I  two-line  verses  carrying  the  reader  BQRDEN^S  MINCE  ADS 

-  -V  <  / -  "T  — ^  A  series  of  100-line  advertisements 

— ^ "  -.v  ’  d  in  154  newspapers  in  144  cities  will 

; _  1  -  I  I _ ^ form  a  coast  to  coast  advertising  cam- 

^  -jj,  .  ^Wiwv-: - ■  —  - —  paign  for  Borden’s  None  Such  Mince 

14,  1928  a  boom  year  and  the  middle  running  from  Oct.  17  to  Christ- 

of  the  Christmas  selling  season.  mas.  Newspapers  carry  the  campaign 

In  Atlanta  the  Georgian,  evenmg,  exclusively.  R.  Del  Dunning,  adver- 

on  Oct.  14  printed  the  largest  week-  tising  manager  of  the  manufactured 

day  edition  in  its  history,  56  pages,  products  division  of  the  Borden  Com- 

and  used  a  novel  means  to  impress  pany,  stated:  “We  decided  to  use 

advertisers  with  the  fact.  The  up-  newspapers  exclusively  for  this  cam- 

p>er  left-hand  ear  announcing  56  paign  because  we  have  found  that 

PAGES”  was  boxed  in  red  and  a  red  '  **'*  X ^  grocers  all  over  the  country  prefer 

arrow  ran  down  to  the  bottom  of  the  newspaper  adyertising  for  this  type  of 

page  pointing  to  a  two-column  box  in  product.” 

red  which  carried  the  story  of  the  "  'A.  /‘.mou.  ■ 

edition.  The  page  is  shown  above.  JHM  SHEX'S  LARGEST  DRIVE 

“The  record  is  inspiring  evidence  - Starting  five  years  ago  with  a  bill- 

of  the  new  optimism  pervading  busi-  board  and  new.spaper  campaign,  Silex 

ness  to  which  the  Georgian  has  been  onward.  The  final  four-line  verse  Glass  Coffee  Makers  company  has  ex¬ 
giving  prominent  attention  editorially  binding  the  ads  together  appeared  at  panded  into  its  largest  campaign  this 
in  the  past  several  weeks,”  the  story  the  top  of  the  copy  on  page  9,  shown  fall.  J.  M.  Mathes,  Inc.,  advertising 
said.  here  in  part.  agent,  reported  last  week  that  121 

The  red  arrow,  we  learn,  was  not  Response  to  the  effort  was  “very  sat-  dailies  as  well  as  national  magazines 
used  on  the  entire  edition  but  was  isfactory”  according  to  Wallachs,  are  being  used. 
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Faith  in  Power  of  Newspapers  to  Mold  Public 


Press  Praised  at  Seminar 
For  Traffic  Safety  Work 


Opinion  Reaffirmed,  C.  I.  T.  Safety  Meeting 


Hears  ...  50  Editors  at  Indiana  Session 


FAITH  in  the  power  of  newspapers 

to  mold  public  opinion  was  reaf¬ 
firmed  by  speakers  at  the  CIT  Indiana 
Newspaper  Seminar  of  Safety  held 
Monday,  Tuesday  and  Wednesday  in 
the  Claj-pool  Hotel,  Indianapolis. 

About  50  of  the  state’s  newspapers, 
both  large  and  small,  were  repre¬ 
sented  by  their  editors  or  by  staff 
members.  In  addition,  state  and  In¬ 
dianapolis  police  and  safety  officials 
from  schools  and  other  organizations 
attended. 

Modeled  on  the  two  national  semi¬ 
nars  of  safety  held  by  the  Commercial 
Investment  Trust  Foundation  in  this 
year  and  last,  the  Indiana  conference 
was  the  first  for  an  individual  state. 

McClintock  Praises  Press 

One  of  the  principal  speakers  was 
Dr.  Miller  McClintock,  director  of 
the  bureau  for  street  traffic  research  of 
Yale  University,  who  declared  that 
"newspapers  probably  have  more  to 
do  with  enforcement  of  traffic  rules 
than  even  the  police.” 

"The  newspaper,  still  the  most  basic 
factor  in  public  education  despite  the 
rise  of  other  mediums,  is  responsible 
for  police  authority,  because  police 
authority  is  based  on  broad  public 
opinion — which  the  newspaper 
creates,”  Dr.  McClintock  asserted.  "I 
am  sure  there  is  no  publisher  who  is 
not  conscious  of  his  responsibilities.” 

The  Yale  authority  saw  as  an  es¬ 
sential  part  of  the  press’s  approach 
to  the  traffic  problem  the  duty  to  pre¬ 
sent  it  in  its  proper  proportion.  He 
held  that  traffic  should  engage  the 
intelligence  and  the  energies  of  the 
most  capable  newspaper  men  and 
drew  a  contrast  between  “the  per¬ 
petual  cub  reporter  who  nibbles 
around  the  edge  of  an  assignment, 
picking  off  only  the  most  local,  most 
obvious  and  perhaps,  most  scandal¬ 
ous.  whereas  the  real  reporter  ao- 
proaches  his  assignment  with  the 
query;  What  are  the  basic  issues 
here?’  ” 

Dr.  McClintock  outlined  his  “fric¬ 
tion”  theory  of  traffic  and  emphasized 
that  "no  problem  of  modern  America 
is  so  widespread  or  so  omnipresent 
as  the  traffic  problem.” 

Robb  Cites  Press  Success 

Arthur  T.  Robb,  editor  of  Editor  & 
Publisher,  pointed  out  that  cities 
represented  by  newspapermen  at  the 
CIT  national  seminars  had  an  aver¬ 
age  reduction  of  29%  in  traffic  accident 
deaths  and  10%  in  injuries  in  the  first 
six  months  of  this  year. 

“A  year  ago,  no  one  knew  with  cer¬ 
tainty  what  newspapers  across  the 
country  were  doing  or  attempting,” 
Mr.  Robb  said.  “Today,  however,  the 
application  of  newspaper  space  to  so¬ 
lution  of  traffic  problems  is  no  longer 
experimental.” 

Sidney  J.  Williams,  public  safety 
division  chairman  for  the  National 
Safety  Council,  told  the  seminar: 

“A  successful  safety  organization  is 
not  a  ‘hot  stove  league’  of  well-mean¬ 
ing  citizens  who  tell  police  officials 
how  to  do  their  job.  Rather,  it  is  a 
co-operative  agency  composed  of  the 
newspap»ers,  police,  courts,  schools, 
business  men  and  civic  organizations 
working  together  for  a  common  pur¬ 
pose — to  reduce  accidents,  to  save 
lives  and  limbs,  and  to  slice  the 
economic  loss  from  auto  crashes. 

“We  must  make  safety  fashionable. 


We  must  set  high  standards  in  driv¬ 
ing  and  reduce  traffic  law  violations 
to  the  same  unpopularity  as  cheating 
at  cards.” 

“I  know  of  no  agency  better  fitted 
to  promote  organized  safety  efforts  in 
a  community  and  to  protect  it  from 
the  dry  rot  of  incompetent  leader¬ 
ship  or  from  the  opposition  of  selfish 
commercial  or  political  interests  than 
a  live  newspaper  with  ideals  of  pub¬ 
lic  service.” 

Press  Support  Needed 

"Success  in  the  safety  movement  is 
not  possible  unless  there  is  enlight¬ 
ened  newspaper  support,”  Paul  G. 
Hoffman,  president  of  the  Studebaker 
Corporation  and  of  the  Indiana  Traf¬ 
fic  Safety  Council,  said.  He  de¬ 
scribed  the  Seven  Point  Program  of 
the  Automotive  Safety  Foundation. 

John  W.  Darr  of  New  York,  trustee 
of  the  CIT  Foundation,  who  directed 
the  seminar,  presided  and  explained 
the  work  of  the  foundation  and  its 
hopes  for  national  highway  safety. 

“Just  as  political  battles  are  won  in 
the  precincts,  the  fight  for  safety  must 
be  won  in  the  individual  cities  and 
towns,”  Mr.  Darr  said.  “In  applying 
a  remedy,  the  traffic  problem  must  be 
regarded  as  a  local  problem.  When 
the  local  difficulties  of  education,  pub¬ 
lic  conscience,  environment  and  en¬ 
forcement  are  surmounted,  the  na¬ 
tional  problem  will  be  on  the  way  to 
control. 

“It  is  to  the  American  newspaper 
that  the  foundation  feels  it  should  look 
first  for  constructive  leadership  in 
the  solution  of  this  great  problem.” 

The  sponsoring  committee  for  the 
seminar  was  composed  of  Indiana 
men  who  attended  the  two  national 
CIT  seminars.  They  are  Carl  Ritt, 
Evansville  Press,  Clifford  B.  Ward, 
Fort  Wayne  News- Sentinel,  H.  A. 
Van  Dusen,  Gary  Post-Tribune,  Wayne 
Guthrie,  Indianapolis  News,  Cary 


Members  of  Newspaper  Association  Managers,  Inc.,  assembled  at  Chicago  convention. 
Seated,  I.  to  r.:  Arne  Rae,  Oregon,  newly  elected  president;  Bruce  R.  McCoy,  Louisi¬ 
ana,  retiring  president  and  board  chairman;  Fred  J.  Minder,  Nebraska,  secretary- 
treasurer;  Vernon  T.  Sanford,  Oklahoma,  vice-president.  Second  row,  I.  to  r.;  Allen 
E.  McGowan,  Minnesota;  John  B.  Long,  California;  Frank  B.  Hutchinson,  New  Yorli; 
James  W.  Weir,  West  Virginia;  Charles  L.  Allen,  New  Jersey;  John  L.  Meyer,  Inland 
Daily  Press  Association.  Third  row,  I.  to  r.:  Edwin  A.  Bemis,  Colorado;  Carl  A.  Zielke, 
Wisconsin;  Robert  B.  Smith,  Virginia;  J.  S.  Hubbard,  Indiana;  James  C.  Seymour, 
Georgia;  Ed.  M.  Martin,  Ohio;  and  J.  Edward  Gerald,  Missouri,  newly  elected  board 

member. 


Zimmerer,  South  Bend  Tribune  and 
James  Benham,  Terre  Haute  Star. 
Many  of  the  participants  visited  the 
News  building  at  the  invitation  of  Mr. 
Guthrie  and  of  C.  Walter  McCarty, 
News  managing  editor,  who  was  a 
luncheon  guest  on  the  first  day  of  the 
seminar. 

RUNS  BATTLE  PAGE 

New  York  Daily  News  resumed  its 
Battle  Page  Oct.  17  when  the  state’s 
gubernatorial  candidates  each  pre¬ 
sented  his  stand  on  the  current  cam¬ 
paign  issues.  On  Sept.  15,  the  News 
ran  a  Congressional  Battle  Page,  and 
on  Oct.  8,  10  and  11  it  ran  Constitu¬ 
tional  Battle  Pages.  “The  Guber¬ 
natorial  Battle  Page  may  and  probably 
will  run  again  before  election,  but  no 
definite  date  or  schedule  has  been 
made,”  H.  W.  Roper,  manager  of  pub¬ 
licity,  told  Editor  &  Publisher. 

APPOINTS  “SPECIAL" 

The  Roanoke  (Va.)  Times  and 
World-News  has  appointed  Sawyer 
Ferguson  Walker  Co. 


Some  of  the  newspapermen  attending  the  CIT  Indiana  Newspaper  Seminar  of 
Safety  at  Claypol  Hotel,  Indianapolis,  Oct.  17-19.  FIRST  ROW:  H.  A.  Van  Dusen, 
Gary  Post  Tribune;  J.  R.  Benham,  Terre  Haute  Star;  Wayne  Guthrie,  Indianapolis 
News;  John  W.  Darr,  trustee,  CIT  Safety  Foundation;  Dr.  Miller  McClintock,  director 
of  Bureau  for  Street  Traffic  Research,  Yale  University;  Clifford  B.  Ward,  Fort  Wayne 
News  Sentinel;  Carl  E.  Zimmerer,  South  Bend  Tribune;  Carl  Ritt,  Evansville  Press; 
Leslie  E.  Strang,  CIT  Safety  Foundation.  SECOND  ROW;  Jack  E.  Gunnell,  Indian¬ 
apolis  News;  R.  P.  Manion,  Purdue  Exponent,  Lafayette;  E.  E.  Neal,  Noblesville  Daily 
Ledger;  R.  O.  Nusbaum,  Warsaw  Union;  Allen  C.  Hiner,  New  Castle  Courier-Times; 
Leonard  Davis,  Ball  State  News,  Muncie;  William  D.  Murray,  Bicknell  Daily  News; 
C.  L.  Kern,  Indianapolis  Star;  Maxwell  Halsey,  associate  director.  Bureau  for  Street 
Traffic  Research,  Yale  University.  BACK  ROW:  Ralph  Burkholder,  Indianapolis  Times; 
Hallie  Myers,  traffic  engineer.  State  Highway  Commission;  James  E.  Montgomery,  New 
Albany  Tribune;  Paul  R.  Bausman,  Washington  Herald;  Daniel  M.  Osborne,  South  Bend 
News-Times;  C.  E.  Heberhart,  Madison  Courier;  Robert  F.  Coffaen,  LaPorte  Herald 
Argus;  B.  C.  Blankenship,  Frankfort  Morning  Times. 


NAM  Outlines 
Program  for 
NEA  Cohesion 

Five-Point  Plan  Submitted 
.  .  .  Ame  Rae  Elected  by 
Association  Managers 

Chicago,  Oct.  18 — Newspaper  Asso¬ 
ciation  Managers,  Inc.,  at  its  annual 
convention  here  this  week,  recom¬ 
mended  a  five-point  program  to  the 
National  Editorial  Association  for 
greater  co-operation  among  state  and 
regional  press  associations  in  the  non¬ 
metropolitan  newspaper  field.  The 
program  suggested: 

(1)  The  affiliated  plan  for  state  as¬ 
sociation  membership  in  the  NEA  be 
aggressively  continued,  with  added 
recommendation  that  new  provisions 
for  voting  be  made  to  provide  adequate 
representation  for  affiliated  members. 

To  Continue  Joint  Activity 

(2)  The  NEA  establish  Washington. 
D.  C.,  representation  on  national  legis¬ 
lation  affecting  newspapers  as  soon  as 
possible. 

(3)  Newspaper  Association  Service 
Bureau  should  be  continued  as  the 
joint  activity  of  NAM  and  NEA. 

(4)  The  NEA  should  employ  an 
executive  secretary. 

(5)  The  NAM  will  continue  to  make 
surveys  for  NEA  members. 

Arne  Rae,  Oregon,  was  elected  presi¬ 
dent  of  the  association,  succeeding 
Bruce  R.  McCoy,  Louisiana,  who  was 
chosen  chairman  of  the  board.  Ver¬ 
non  T.  Sanford,  Oklahoma,  was  elected 
vice-president  and  Fred  J.  Minder. 
Nebraska,  was  re-named  secretary. 

O.  C.  Harn,  managing  director.  Audit 
Bureau  of  Circulations,  and  Brooks 
Beitler,  ABC  promotion  manager,  dis¬ 
cussed  the  question  of  ABC  audits 
for  weekly  papers  with  the  associa¬ 
tion.  A  committee  was  named,  con¬ 
sisting  of  John  B.  Long,  California; 
Edwin  A.  Bemis,  Colorado;  Charles 
Allen,  New  Jersey;  and  Frank  B 
Hutchinson,  New  York,  to  meet  with 
newspaper  directors  of  the  bureau. 
It  was  the  hope  of  the  association  that 
a  plan  could  be  devised  for  encour¬ 
aging  membership  in  the  ABC  by 
weekly  papers. 

John  L.  Meyer,  Inland  Daily  Press 
was  host  to  NAM  members  and  guests 
at  an  open  house  reception. 


“You  were  certainly  riqht  about  Cleveland— 


I  The  Plain  Dealer  did  a  job  in  that  2-fnr-l  Market” 


liomm 


■/  COMfALT  CLU  ELAND  MARLET 
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^of  Obio’i  voImiii* 


GROCERY  SALES  VOLUME 


State  of  Ohio 


A  p  r  A  S*l*>  VthiiM 

^  ^  ®  It  WHkt— ISM 

'Cuyahoga  County  (Cleveland)  .  $57^1,325.29 

*26  Counties  (Adjacent  to  Oeveland)  463^2,458.59 
Hamilton  County  .  (Cincinnati)  32,647,784.56 

Franklin  County  .  .  (Columbus)  22.594,535.65 

Lucas  County  . (Toledo)  .  17323,787.11 

'Summit  County  (Akron)  16,816,966.80 

Montgomery  County  (Dayton)  133-Y1.217.42 

'Mahoning  (.bounty  (Youngstown)  12,952,692.60 

'Stark  County  (Canton)  10,589,082.65 


Total  for  above  9  markets 
Grand  total  for  stale 


$2.30,259,850.67 

$298,085,071.41 


4.3% 

Olll»*t  ¥Ol«W  3.5% 


•I  Okie's  volain* 
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EDITOR  &  PUBLISHER 


Cleveland 

SAN  PRANCISCO 


T  year  liquidation  period  allowed  under 

A  UXXnUXl/  JjwOXlur  our  proposal  these  unprofitable  stores  HP^AT^S  AP  EDITORS 
— ^  X  C*  X  their  way  into  the  hands  of 

£*  Cit©  local  citizens,  who  will  conduct  them 

in  a  way  that  will  be  satisfactory  to  NATHANIEL  R.  HOWARD,  new 
the  consiuner.”  chairman  of  the  executive  commit- 

Vi^lAVAXil  VO  ^  Lebhar  charged  that  in  addition  tee  of  the  Associated  Press  Managing 

HUD  Di^ _ fo  eliminating  jobs  of  nearly  1,000,000  Editors’  Associa-  _ 

ABP  Editors  near  Plea  to  chain-store  employes,  who  are  now  tion,  has  been  n~^ 
Help  Defeat  Bill  .  .  .  Ads  paid  approximately  $1,000,000,000  a  marked  for  dis- 
Total  $200,000,000  Yearly  ®  tinction  by 

downward  revision  of  real  estate  val-  those  who  have  .  *9 

(By  telegraph  to  Editor  &  Publisher)  ues  and  seriously  reduce  the  revenue  watched  him  for 
Chicago,  Oct.  19— The  future  of  chain  of  the  nation’s  newspapers  and  other  several  years  in 
store  organizations  in  America  was  advertising  media.  this  group  and  in 

debated  here  tonight  before  more  than  He  cited  the  annual  expenditures  by  the  meetings  of 
300  members  and  guests  of  the  Asso-  chains  of  $200,000,000  for  advertis-  the  American 
ciated  Business  Papers,  Inc.,  with  Con-  Society  of  News- 

gressman  Wright  Patman  of  Texas  C.  Nielsen,  president  of  A.  C.  paper  Eklitors. 

attacking  interstate  chain  stores  and  Nielsen  Co.,  originators  of  the  Nielsen  He  is  40  years 
Godfrey  M.  Lebhar,  editor  of  Chain  drug  and  food  index,  gave  the  national  old,  but  has 
Store  Age.  urging  the  nation’s  busi-  conference  of  business  paper  editors  crowded  into  H  Howard 

ness  paper  editors  to  use  their  power  an  informative  talk  on  merchandising  those  years  26 


Tliese  times 
demand 
interpretive 


LCRW  xv/xxv/wervA  a  maxv  uy  wv/iigx  VASliiail  e  •  1  \  ?  »  »t 

Patman,  who  explained  his  proposed  Following  the  purchase  of  a  smgle-  editor  of  the  Cleveland  News. 
bill  to  use  the  taxing  power  to  force  motored  monoplane  to  be  used  as  a  His  interest  in  editorial  problems 
chains  out  of  business.  Mr.  Patman  dymg  radio  facsimile  laboratory  at  its  discussed  by  the  two  major  groups  of 
explained  that  if  his  bill  becomes  a  ^ndix,  N.  J.,  plant,  the  Finch  Tele-  editors  has  been  centered  on  more  ef- 
law,  it  will  be  unprofitable  for  one  communications  Laboratories,  Inc.,  fective  and  attractive  presentation  of 
concern  to  operate  very  many  stores  have  now  acquired  a  31-foot  Diesel  news  and  of  the  elimination  of  tra¬ 
in  more  than  one  state.  He  pointed  powered  cabin  cruiser,  “Miss  Fac-  ditional  notions  which  have  outgrown 
out,  however,  it  will  be  possible  for  simile.”  According  to  W.  G.  H.  Finch,  their  usefulness.  Under  his  editorship 
one  concern  to  operate  as  many  as  500  president,  the  vessel  will  be  used  to  the  Cleveland  News  has  extended  its 
stores  profitably  in  one  state.  prove  the  practicability  of  transmis-  policy  of  streamline,  flush-to-left 

Included  in  his  blanket  indictment  sion  of  news  items,  and  pictiu^s  from  heads  and  of  departure  from  routine 
against  chains  was  a  reference  to  the  sea-going  vessels.  in  picture  treatment. 

Great  Atlantic  &  Pacific  Tea  Com-  - 

pany’s  recently  launched  newspaper  1 
advertising  campaign  to  inform  the 
public  of  the  A&P’s  position  in  the 
pending  legislative  controversy.  Com-  | 
menting  on  contentions  made  by  the  I 
A&P,  Patman  asserted; 

“Tiie  Hartford  brothers  in  their  ex- 
pensive  advertising — ^I  understand  they 

have  already  spent  one  million  dollars  ^ — K  ■  I 

in  this  campaign,  and  expect  to  spend  ■  «  ,3  K  Aj] 

several  milUon  dollars  more — say  that  EKE  f/  I 

cause  B  g  ^  I 


backgroimd 
stories  to  go 
W^  your 
wire  1^8 


news  front.  He  always  finds 
the  exclusive  NEA  background 
stories  he  needs  to  make  a 
complete,  interesting,  and  dis¬ 
tinctive  newspaper. 

For  instance,  this  iveek  NEA 
neivspapers  are  receiving  personaliln 
stories  re-appraising  Hitler,  an  ex¬ 
planation  of  how  the  IV age-Hour  act 
will  wor^,  an  analysis  of  IVallace’t 
proposal  for  two-price  grocery  stores, 
and  an  expose  of  Nazi  propaganda 
methods  in  Germany’s  lost  colonies. 
Ejection  and  Armistice  Day  pre¬ 
paredness  is  coming  up.  NEA  coo- 


the  passage  of  our  bill  will 
900,000  men  to  be  xmemployed,  will 
increase  the  cost  of  food,  will  destroy 
30%  of  the  farmers’  market,  and  other 
similar  claims. 

$200,000,000  for  Chains'  Ads 

"There  is  only  one  way  that  these 
contentions  will  prove  to  be  correct, 
and  that  is  for  the  consiuners  to  quit 
eating  and  quit  buying  food  because 
the  Hartford  brothers  are  not  selling 
them  through  the  A&P.  The  truth  is 
the  people  will  continue  to  buy  just 
as  much  food,  and  during  the  two- 


WE'RE 
PROUD 
OF  OUR 
RELATIONS 


If  we  were  asked  to  ex- 
newspaper 

vertising  is  so  resultful  and 
profitable  in  the  Booth 
Michigan  Market,  we  would 
credit  a  Iturge  part  of  it  to 
enthusiastic  dealer  cooperation,  based  on  a  carefully  culti¬ 
vated  appreciation  of  what  newspaper  advertising  does  for 
the  dealer.  Ask  I.  A.  Klein,  50  E.  42nd  Street,  New  York,  or 
John  E.  Lutz,  435  N.  Mighigan  Avenue,  Chicago. 

Michigaa't  a  Most  Again 


Grand  Rxpids  Press 
Flint  Jonmal 
Saginaw  News 


Muakegon  Chronicle 
Kalomaaoo  Gazette 
Ann  Arbor  News 


Bay  City  Times 
Jackson  Citizen  Patriot 
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PE  N  N  5  YLYAN I  A- 


....UNCONQUERABLE  STAMINA 

The  “Keystone  State”  fits  squarely  into  a  Nation’s  current  rehabilitation,  econom¬ 
ically.  Founded  on  the  basic  elements,  its  stamina  is  basic  .  .  .  unconquerable.  Producing 
almost  half  the  steel  of  the  country,  its  very  fibre  is  firm  and  strong  and  sure.  Iron,  coal, 
achievements  electrical,  livestock,  dairy  products,  scientifically  operated  farms  ...  all 
these  are  fundamentals  of  prosperity  ...  a  happy,  self-sufficient,  progressive  people. 

The  American  Iron  and  Steel  Institute  has  just  reported  that  Steel  operations  are  at 
a  new  high  since  Nov.,  1,  1937.  Tonnage  in  structural  steel  is  making  a  startling  come¬ 
back.  Great  dams  and  power  houses,  air-field  hangars,  railroad  and  industrial  steel  needs 
have  turned  Pennsylvania’s  Buying-Power  chart  upward. 

This  up-swing  in  reflected  in  the  gratifying  business  activity  of  the  smaller  cities, 
towns  and  farm  areas,  for  it  is  such  a  grave  error  for  advertiser’s  to  assume  that  using 
the  several  Big  City  newspapers  alone,  means  covering  the  real  market.  Here,  in  these 
strategically-located  communities,  the  “hometown”  newspaper  is  affectionately  regarded. 
Its  advertising  read  as  avidly  as  its  local  news. 


&CO 


RUCtifOLY 

/URE-riRE 

tnc(G 

HOME-TOWN 
PAPERS, 


Raavar  Falls  Nawt-Tribana  (•) 
Ratlar  EagU  (•) 

Chambartbarg  Public  OpinioN  (•) 
Chustur  Timus  (•) 

Cluarfiuld  Pregruss  (•) 
CoRuulItvilIu  Couriur  (•) 
Gruunsbnrg  Ruviuw-Tribuau  (mu) 
Hasiutou  Plaiu  Spaakur  (•) 
Hosluton  Stoudard-SuRtluul  (m) 


JcaRRRtfa  Naws-Dispoteb  (a) 
LoRsdalR  North  Purr  Ropertor  (a) 
LaboROR  Nows-TlHiRt  (#) 

LahightoR  Laadar  (o) 

Now  KuRsiRgtoR  Dispatch  (a) 
NorristowR  TiRius-Hurald  (a) 

Pottsvillu  RapublicaR-Schuylkill 
Raportar  (hir) 


TartRtuRi  Vallay  Nows  (a) 
TowoRda  Daily  Ruviaw  (ri) 
WashlRgtoR  Obsurvar  &  Raportar 
(Ria) 

WayRRsboro  Racord-Harald  (a) 
Wilhas-Rorra  Timas  Laodar  (a) 
Wiiiiamsport  Gasatta-RuilatiR  (m) 
Williamsport  Shr  (a) 
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Annenberg  Stays 
Pa.  Quiz  Into 
Race  Wire  News 


Temporary  Order  Keeps 
Evidence  to  That  Not 
Involving  Him  or  Son 


News  Service  during  a  hearing  before 
the  commission. 

Mr.  Annenberg  did  not  attend  the 
opening  meetings  of  the  Legislative 
Commission  in  Philadelphia,  but  his 
son  was  present.  The  son  also  was 
mentioned  as  being  connected  with  the 
race  news  service. 


Dailies  50%  Pictures 
In  Future 

_ continued  from  page  7 


Philadelphia,  Oct.  20 — The  investi¬ 
gation  of  horse-race  news  services  in 
Pennsylvania  by  a  Special  Legislative 
Commission  was  ordered  stopped 
Tuesday  by  the  Dauphin  Coimty 
Court  at  Harrisburg  on  petition  of 
counsel  for  M.  L.  Annenberg,  publisher 
of  the  Philadelphia  Inquirer;  his  son, 
Walter  H.  Annenberg,  vice-president 
of  the  Inquirer  Co.,  and  John  M.  An¬ 
nenberg,  circulation  director  of  the 
Inquirer. 

New  Inquiry  Started 

The  court  modified  its  order,  how¬ 
ever,  Wednesday,  and  permitted  the 
committee  to  continue  its  investiga¬ 
tion,  except  that  the  committee  will 
be  limited  to  evidence  not  involving 
Mr.  Annenberg.  TTie  court  ruled  that 
Mr.  Annenberg  and  his  son  do  not  I 
have  to  aj^ar  before  the  commission 
and  ordered  the  probers  not  to  spend 
any  of  its  appropriation  before  a  hear¬ 
ing  on  a  permanent  restraining  order 
is  held  next  week.  The  probers  were 
to  resume  the  investigation  Friday, 
conforming  to  the  court’s  limitations. , 
A  second  inquiry  into  race  news  in-  ' 
formation  services  has  been  started  by  [ 
the  Pennsylvania  Public  Utility  Com-  [ 
mission.  Melvin  Foeller,  of  the  Amer-  i 
ican  Telephone  &  Telegraph  Com-  i 
pany,  and  W.  D.  Gillen,  Bell  Telephone  i 
Company,  have  been  subpenaed  to  j 
bring  “certain  records  and  other  infor-  ' 
mation  appearing  on  the  company’s 
books  in  connection  with  horse-racing 
information  service.” 

Witnesses  Hod  Named  Publisher 
The  court  ruling  Tuesday,  tempo¬ 
rarily  restraining  the  Commission 
from  continuing  its  investigation,  was 
made  by  Judge  Wickersham. 

Two  witnesses  testified  before  the 
Legislative  Commission  at  Philadel¬ 
phia  recently  that  M.  L.  Annenberg,  i 
controls  the  Nation-Wide  News  Serv-  ' 
ice,  a  sports  information  service,  which 
features  horse-race  results. 

Frederick  B.  Warren,  who  described 
himself  as  a  magazine  writer,  said  the 
Nation-Wide  Service  has  a  monopoly  ‘ 
on  the  sports  information  services,  ! 
which  he  said  operate  throughout  the  j 
country  and  in  Canada. 

The  other  witness,  Joseph  Borkin, 
former  investigator  for  the  Federal 
Communications  Commission,  said 
that  Mr.  Annenberg  was  named  as 
having  control  of  the  Nation-Wide 


Right  to  Subpcna  Books  Hit 

Judge  Wickersham  issued  the  tem¬ 
porary  restraining  order  after  coun¬ 
sel  for  the  Annenbergs  contended 
that  the  extra  session  of  the  legisla¬ 
ture  was  without  power  to  authorize 
the  investigation,  in  that  Governor 
Earle  did  not  include  it  in  his  call  for 
the  special  session. 

Counsel  for  the  publisher  also 
averred  that  the  legislature  illegally 
appropriated  $25,000  to  pay  the  ex¬ 
penses  of  the  inquiry,  and  that  the 
Commission  had  no  right  to  subp>ena 
the  books  and  records  of  M.  L.  Annen¬ 
berg  “which  was  none  of  the  com¬ 
mission’s  business.” 


To  Hear  Argumunts  Oct.  24 

Judge  Wickersham  fixed  Oct  24,  to 
hear  arguments  on  whether  the  in¬ 
junction  should  be  made  permanent. 


in  recent  months.  The  Des  Mones  Reg¬ 
ister  and  Tribune  has  been  successful 
with  this  type  of  picture  story  also, 
Mr.  Gaertner  said. 

In  the  recent  drive  for  economy,  the 
News  had  eliminated  its  magazine  sec¬ 
tion  and  converted  its  rotogravure  sec¬ 
tion  to  tabloid  size,  adding  four  pages 
of  black-and-white  pictures  to  the 
roto  presentation.  Circulation  results 
had  been  excellent,  he  said. 

Picture  Technique  Ditcutied 

Other  speakers  on  picture  technique 
included:  Frank  J.  Scherschell,  Mil- 
waukee  Journal  photographer;  Mor¬ 
gan  Hudgins,  Philadelphia  Bulletin; 
Clyde  C.  Caldwell,  Cleveland  Plain 
Dealer,  both  of  whom  spoke  on  cut-, 
lines;  Earl  Heap,  Washington  Star, 
who  presented  the  picture  editor’s 
headaches;  A.  J.  O’Malley,  Scranton 
(Pa.)  Times,  on  use  of  AP  telemats; 
William  P.  Steven,  Tulsa  Tribune,  who 
spoke  on  sport  pictures;  William  F. 
^kenberg.  New  York  Times,  who 


talked  from  the  standpoint  of  a  pho¬ 
tographer  competing  with  AP;  J. 
Worth  Bacon,  Winston-Salem  (N.  C.) 
Journal,  who  covered  the  small  city’s 
needs  and  desires  in  pictures;  and 
Edward  Lindsay,  Decatur  (Ill.)  Her¬ 
ald-Review,  who  dealt  with  technical 
problems  of  picture  reproduction. 

As  noted,  the  next  meeting  will  be 
held  in  New  York  in  October,  1939. 
This  selection  was  made  by  the  new 
executive  committee,  headed  by  N.  R. 
Howard,  editor  of  the  Cleveland  News, 
as  chairman,  and  C.  G.  Wellington, 
Kansas  City  Star,  as  vice-chairman. 
Other  members  are:  Hal  O’Flaherty, 
Chicago  Daily  News;  Raymond  H. 
McCaw,  New  York  Times;  George  W. 
Healy,  Jr.,  New  Orleans  Times- 
Picayune;  Neil  Swanson,  Baltimore 
Sun;  W.  C.  Stouffer,  Roanoke  (Va.) 
World-News;  Cheney  Cowles,  Spo¬ 
kane  Spokesman-Review;  Michael  A. 
Gorman,  Flint  (Mich.)  Journal;  Frank 
C.  Clough,  Emporia  (Kan.)  Gazette; 
William  P.  Steven,  Tulsa  (Okla.) 
Tribune;  J.  Worth  Bacon,  Winston- 
Salem  (N.  C.)  Journal;  Frank  Bald¬ 
win,  Waco  (Tex.)  News-Tribune,  and 
Moses  H.  Williams,  Worcester 
(Mass.)  Telegram-Gazette. 


"put  thim^ 

em  ihi^lASl* 


A  PROBLEM  -  FAGGED 
Space  Buyer,  run 
ragged  by  nervous  Account 
Executives,  after  three  weeks 
of  campaign  scheduling  . . . 
advertising  programs  that 
demand  newspaper-knowl¬ 
edge  the  country  over  .  .  . 
and  one  last  hum-dinger  of 
a  series  based  on  Test  Copy 
in  key  communities.  ...  A 

“green”  client  insisting  on 

results  .  .  .  NOW!  Enter — 
A  field  investigator  who  has 

been  out  for  the  Agency 

fact-digging  .  .  . 


•  I  THEY’RE  SURE-FIRE  RESULT-BRINGERS”— The  F.  I.  speaking.  His  eye 

i  hac 


Circulation 
for  September 


1,836 


was  the  average  net  paid  daily 
circulation  of  The  Baltimore  Sun 
(morning  and  evening  issues)  dur¬ 
ing  the  month  of  September,  1938. 


September  circulation  of  The  Sun¬ 
day  Sun  averaged  207,097  per 
Sunday. 


Everything  in  Beitimvrm 
Revolves  Aroeatd 


had  followed  a  pencil  running  down  the  list  of  Pennsylvania  newspapers 
.  .  .  clicked  at  ABC  circulation  figures  for  The  JOHNSTOWN  TRIBIJNE, 
JOHNSTOWN  DEMOCRAT.  “I’ve  just  come  from  that  section  .  .  .  been  there 
for  two  weeks.  That  morning  and  afternoon  coverage  is  the  answer  to  a 
Test  Campaigns  prayer.” 

“But  it’s  industrial  .  .  .  steel,  coal,  and  ...” 

“Johnstown  and  the  towns  around  it  are  fattening  up  payrolls  again  in  the 
good  old  way.  Business  sections  snappy.  They’ve  had  a  good  summer  out 
there,  from  coal  to  crops.  I’ve  put  into  my  report  that  it’s  a  money-market. 
And  it  IS.  As  for  newspapers — ^Tribime  evenings.  Democrat  morning  .  .  . 
PUT  THEM  ON  YOUR  LIST!  We’re  using  both  for  those  three  accounts 
I’m  working  on  now.” 

Yes  .  .  .  Field  Workers  who  study  markets,  family  budgets,  industry,  hu¬ 
man  character  as  identified  with  a  city  and  its  environs  .  .  .  what  happens 
across  the  coimters  of  stores  .  .  .  they  voluntarily  recommend  The  Johnstown 
Tribune  and  The  Johnstown  Democrat.  Put  them  on  YOUR  List! 


THE 

Morning 


Evening 


SUNj 

Sunday j 


City  Zone  Populatiom  105,265  Tribune-Democrat  ABC 

Trade  Area  Population  299,781  Circulation  53|815 

Two  good  newspapers,  with  local  ownership  management 


THIS  was  TELEVISION 
in  1929 . . .  Advertising  has  changed,  too. 

Just  eight  years  ago.  and  this  seemed  wonderful  as  a  marvelous  development  of  electrical  transmission. 
Yesterday,  at  Radio  City,  a  441 -line  picture  of  the  same  subject  was  shot  through  space — and  was  practically 
perfect.  Newspapers,  in  their  turn,  hove  access  to  through-space  picture  transmission  quite  os  unbelievable — 
Europe's  War  panorama — ^Neville  Chamberlain  stepping  into  a  Munich-bound  airplane. 

Things  quite  os  revolutionary  and  os  important  ore  taking  place  behind  the  scenes  of  National  Advertising, 
intended  for  newspaper  use.  Yesterday's  ideas  for  analyzing  space,  selecting  territory,  being  sure  of  markets 
seem  singularly  obsolete. 

This  change  is  obvious  all  along  the  line  from  Sales  Managers  and  Advertising  Mcmager  to  the  Space 
Buyers  and  the  Account  Executives  of  significant  campaigns.  Busy  men  tho'  they  ore.  decisions  ore  made  more 
methodically  and  there  is  a  more  conscientious  search  for  overlooked  territory  .  .  .  newspapers  and  groups 
of  newspapers  that  could  do  a  highly  profitable  job. 

conferences.  Think  of  it — YOUR  official  rep- 
for  shrewd  business  decisions  as  to  selecting 
of  decision.  Over  95%  of  these  thoroughly 
for  advice,  suggestions  .  .  .  “spot"  inspiration. 

appears  in  YOUR  professional  envoy — you  ore 
ran  before  .  .  .  and  retain  that  which  you 


EDITOR  &  PUBLISHER 


Editor  d  Publisher  “sits  in"  during  these 
resentative,  your  salesman  .  .  .  your  pleader 
the  list — is  right  there,  always,  at  the  vital  hour 
wide-awake  men  turn  to  Editor  and  Publisher 

If  YOUR  advertisement — your  message — 
very  likely  indeed  to  secure  business  you  never 
HAVE  run. 
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FIFTY-FIFTY 

KENT  COOPEIR,  whose  leadership  put  the  Asso¬ 
ciated  Press  into  fields  it  had  avoided  for  a 
quarter  centtiry,  has  stimulated  imagination  by  1^ 
prophecy  that  the  newspaper  of  the  future  will 
be  half  text  and  half  picture  news.  He  thinks 
in  terms  of  the  past  ten  years’  amazing  mechani^ 
progress  and  he  is  entirely  justified  in  expectmg 
scientific  advances  to  continue. 

Not  many  active  newspapermen,  we  think,  will 
agree  that  his  prophecy  is  in  the  direction  of 
better  journalism.  A  picture  may  be  worth  10,000 
words,  but  not  every-  pictxire  is.  Few  in  fact  are. 

A  picture,  or  a  series  .of  pictvu’es,  can  tell  some 
stories  completely;  they  can  often  complement  a 
word  story  which  needs  visualization  for  com¬ 
pleteness.  Many  stories  woxild  be  the  better  for 
illustration— but  a  picture  alone  cannot  convey  to 
readers  the  balanced  diet  of  information  necessary 
for  the  operation  of  a  democracy. 

If  we  live  too  much  by  headlines  today  for 
the  national  good — ^which  is  probable — ^what  will 
be  the  result  if  the  staccato  of  big  type  is  sup¬ 
planted  by  the  flash  of  the  world  in  picture  pan¬ 
orama?  Flashes  over  the  air,  news  in  pictorial 
capsules,  editorials  in  cartoon  form — ^where  in  that 
formula  can  be  found  a  justification  for  a  con¬ 
stitutionally  guaranteed  free  press,  protected  in 
its  right  to  inform  the  public  fully  on  what 
goes  on? 

We’ll  go  along  with  Mr.  Cooper’s  view  that 
newspapers  must  improve  their  facilities  for  at¬ 
tracting  readers,  but  we  don’t  find  the  answer  in 
substituting  pictures  for  half  the  words.  We  have 
never  found  an  interesting  story  hard  to  read 
because  it  was  set  in  a  gray-black  colunm  of  type. 
We  don’t  object  to  length  when  length  means 
information — and  the  popularity  of  the  mastodon 
novels  like  “Gone  With  the  Wind”  indicates  no 
public  aversion  to  mere  length  or  solid  gray  pages. 

If  newspaper  words  paint  pictures,  as  they 
should,  there’ll  be  no  ne^  for  making  the  pho¬ 
tographer  do  all  the  work.  Pictures  have  their 
place — one  of  increasing  importance — but  it  is  not 
at  the  head  of  the  parade.  It  never  should  be  if 
newspapers  are  going  to  maintain  their  own 
place  as  leaders  of  thought  and  action  in  this 
democracy. 

NO  PIXIES  TO  GUIDE  THEM 

NEWSPAPER  EDITORS  everywhere,  we  believe, 
will  envy  the  aura  of  onanipotence  being  worn 
these  days  by  Maurice  Barbanell,  editor  of  Psychic 
News  of  London,  a  publication  devoted  to  news 
of  the  spirit  world  and  its  devotees. 

According  to  Hannen  Swaffer,  writing  in  World’s 
Press  News  of  London,  Mr.  Barbanell  is  the  only 
editor  in  the  world  who  boldly  printed  three  weeks 
in  advance  of  the  Munich  agreement  the  head¬ 
line: 

“ENGLAND  WILL  NOT  BE  INVOLVED  IN 
WAR,  THE  GUIDES  PROPHESY!” 

Under  it  ran  these  statements  from  the  guides 
of  four  different  Spiritualist  circles: 

“There  will  be  no  war  involving  England. 

“Have  no  fear.  England  will  not  be  involved 
in  war.  It  will  be  a  touch  and  go,  but  you 
need  have  no  fear. 

“There  will  be  no  war  for  yoiu-  country. 

“There  is  no  fear  of  England  being  involved 
in  war  for  a  number  of  years.” 

When  the  prophecies  came  true  Mr.  Barbanell, 
in  the  Oct.  8  issue  of  Psychic  News,  crowed  hap¬ 
pily  and  plastered  the  early  predictions,  in  fac¬ 
simile,  all  over  his  front  page. 

The  incident  makes  one  brood.  How  easy  edit¬ 
ing  would  be  with  a  friendly  pixie  at  hand!  Almost 
any  editor  wo\ild  give  an  arm  for  one.  We  have 
heard  now  and  then  of  editorial  visitations  by  the 
Little  Men,  who  scamper  across  tyi)ewriter  keys, 
but  their  conversations  we  are  told,  generally  deal 
with  the  past. 

We  congratulate  Mr.  Barbanell  and  wish  him 
every  future  success  in  correctly  anticipating  the 
news.  He  had  courage,  and  (envious  thought), 
perhaps  an  excellent  alibi  already  prepared.  There 
is  a  lot  of  static  nowadays. 


RIAL 


0  Clap  your  hands,  all  ye  people;  shout  unto  God 
with  the  voice  of  triumph.  Psalms  XLVII;  1. 


WAGES  AND  HOURS 

BY  THE  TIME  this  is  read  by  many  of  Editor  & 
Publisher’s  clientele,  the  Wages  &  Hours  law 
will  be  officially  in  effect.  The  Administrator  will 
have  issued  rulings  which  may  guide  newspaper 
publishers  as  to  their  duties  and  responsibilities 
imder  the  law — an  area  that  is  dark  as  this  is 
\\Titten.  Whatever  his  ruling  may  be,  it  can  only 
be  an  indicator  and  not  a  final  mandate.  His 
exemptions  do  not  relieve  employers  of  penalties 
that  the  courts  might  assess  on  petition  of  em¬ 
ployes  or  employe  organizations. 

We  have  read  the  thousands  of  words  delivered 
by  experts  and  attorneys  for  the  guidance  of  em¬ 
ployers  and  find  in  their  balanced  arguments  little 
mental  comfort.  What  remains  after  every  syl¬ 
logism  is  one  salient  fact — the  law  is  in  force  and 
it  must  be  obeyed. 

Its  application  to  newspapers  is  doubtful,  but 
the  doubt  cannot  be  resolv^  until  the  Supreme 
Court  rules  on  a  case  involving  that  specific  issue. 
That  may  require  a  year  or  two  of  litigation. 
Meanwhile  the  law  is  in  force,  and  it  must  be 
obeyed. 

We  see  no  alternative  for  newspapers  but  com¬ 
plete  compliance  in  letter  and  spirit,  under  pro¬ 
test  to  maintain  legal  rights,  but  wi^out  evasion 
or  attempt  to  penalize  employes.  A  sincere  step 
in  this  direction  at  the  very  start  will  cut  the 
ground  from  imder  radical  union  leadership  which 
may  use  the  act’s  provisions  to  seek  unconscion¬ 
able  privileges.  A  sincere  step  toward  compli¬ 
ance  will  put  the  newspaper  in  an  unassailable 
position  of  public  leadership. 

We  believe  the  act  is  bad  law  as  it  is  written. 
It  is  political  rather  than  economic.  It  was  hastily 
drawn  without  specific  knowledge  of  its  possible 
effects  upon  many  industries,  newspapers  in¬ 
cluded.  Its  provisions,  if  strictly  applied,  may 
badly  hurt  some  small  newspapers. 

Grant  all  of  that;  the  way  to  fix  a  bad  law  is  to 
obey  it  and  amend  it  on  the  basis  of  experience. 

Let  it  not  be  said  of  any  daily  newspaper  that 
it  fomented  disrespect  for  law  by  assuming  ex¬ 
emption,  on  its  own  authority,  from  the  provisions 
of  this  act.  Let  it  not  be  said  that  the  chiselers 
received  either  leadership  or  encouragement  from 
newspapers  in  evasion  of  the  act. 

The  newspaper  case  has  been  ably  stated  by  the 
publishers’  joint  sub -committee.  Newspapers  can 
stand  on  that  argument,  no  matter  how  the  Wage 
&  Hour  Administrator  receives  it  this  week.  Not 
a  word  need  be  taken  back.  If  that  argument  is 
supported  by  deeds — sincere,  straightforward  ef¬ 
forts  to  execute  the  law’s  worthy  purpose,  news¬ 
papers  will  not  have  to  face  the  storm  they  raised 
by  their  gallant,  but  misunderstood  fight  against 
the  NRA  licensing  peril. 

The  can  go  into  the  battle  to  make  this  law  and 
the  Labor  Relations  Act  fit  conditions  and  not 
political  theories,  with  a  clear  conscience  and  a 
clean  record.  No  narrow  penny-shaving  consid¬ 
erations  should  overshadow  the  tremendous  pub¬ 
lic  relations  aspect  of  this  situation.  The  law  is  in 
force  and  it  must  be  obeyed! 

LITERATURE  AND  SOCIETY 

LITERATURE  is,  and  always  must  be,  insepara¬ 
bly  blended  with  politics  and  theology;  it  is  the 
great  engine  which  moves  the  feelings  of  a  people 
on  the  most  momentous  questions.  It  is,  there¬ 
fore,  impossible  that  any  society  can  be  formed 
so  impartial  as  to  consider  the  literary  character 
of  an  individual  abstracted  from  the  opinions 
which  his  writings  inculcate. 

— Macaulay,  in 

“On  the  Royal  Society  of  Literature." 


HE  MADE  MRJJONS  LAUGH 

TO  ’THOSE  who  knew  and  loved  E.  C.  Segar,  and 
to  the  25  millions  who  laughed  every  day  at 
the  comic  capers  of  Popeye,  the  cartoonist’s  death, 
Oct.  13,  at  43  in  the  prime  of  life,  is  a  distinct 
shock. 

Segar’s  career  was  well  advanced  before  the 
introduction  of  Popeye  in  1928.  His  “Thimble 
Theatre”  was  popular  with  its  original  cast,  which 
included  the  C)yl  family.  Castor,  Olive,  et  al.  For¬ 
tunately,  he  was  addicted  to  enlarging  his  cast  of 
characters  on  the  stage  of  his  comic  “theatre,” 
and  it  was  a  lucky  day  for  the  cartoonist  and  his 
followers  when  in  January,  1929,  Popeye  popped 
into  the  strip  as  casually  as  a  number  of  others 
from  Segar’s  inkwell.  Cartoonist  Segar’s  and 
Popeye’s  stars  rose  as  one,  and  within  a  few  years 
the  pugnacious  and  invincible  sailor  with  his  in¬ 
imitable  “Blow  me  down”  became  something  of 
an  American  institution. 

Few  cartoonists’  brains  were  more  nimble  than 
Segar’s.  The  swaggering  Popeye  laid  all  and 
sundry  “among  the  swea’  peas”  as  they  had  never 
been  “planted”  before,  and  in  such  impressive 
numbers!  The  bigger  they  came,  the  harder  they 
fell. 

Segar’s  strip  contributed  many  other  important 
personages  to  the  comic  world.  Chief  among 
these  is  the  chiseling  J.  Wellington  Wimpy,  “one 
of  the  Jones  boys,”  whose  pursuit  of  hamburgers 
have  given  America  many  a  laugh.  And  many 
will  long  remember  Eugene  the  Jeep,  an  odd 
animal  that  came  out  of  the  fourth  dimension  and 
could  foretell  the  future;  Alice  the  Goon,  a  hideous 
creature  Popeye  ran  across  in  Africa;  Toar  the 
giant;  the  bewhiskered  pessimist  Geezil,  and  the 
remarkable,  agile  baby,  Swea’  Pea,  to  name  a  few. 

Phrases  from  “Thimble  Theatre”  have  become 
colloquialisms.  Some  of  these  are  Popeye’s  ‘I 
yam  what  I  yam  and  that’s  all  I  yam”  and  “I  yam 
disgustipated,”  and  Wimpy’s  “Come  up  for  a  duck 
dinner  at  my  house,  you  bring  the  ducks”  and 
“I  would  gladly  pay  you  Tuesday  for  a  ham¬ 
burger  today.” 

During  part  of  Segar’s  illness  this  year  another 
artist  carried  on  for  him.  Like  the  late  Sidney 
Smith’s  “The  Gumps”  and  other  prominent  car¬ 
toonists’  creations  that  have  been  continued  after 
the  death  of  the  originator,  Popeye  will  remain 
in  that  bit  of  Americana  known  as  the  comic  page. 
America  would  not  have  it  otherwise,  and  this 
perhaps  is  its  greatest  tribute  to  Segar. 

FOREIGN  PROPAGANDA 

SCANNING  the  list  of  firms  and  individuals  who 
have  registered  with  the  government  as  dis¬ 
seminators  of  propaganda  for  foreign  countries, 
one  finds  relatively  few  whose  sole  business  is 
publicity.  The  majority  are  either  U.  S.  adver¬ 
tising  agencies  handling  commercial  accounts  for 
foreign  firms,  or  foreign  firms  and  societies  with 
their  own  offices  in  this  country  which  are  engaged 
in  promoting  tourist  or  travel  business.  Here  and 
there  are  the  names  of  those  whose  activities  are 
preponderantly  political,  but  they  are  in  the  ex¬ 
treme  minority. 

There  is  no  way  of  computing  the  number  d 
tons  of  publicity  which  these  registered  firms  pour 
out  to  newspapers  and  other  publications  in  s 
year’s  time,  just  as  there  is  no  exact  figure  avail¬ 
able  covering  the  total  sum  spent  by  the  variour 
agencies  for  paid  advertising  promoting  foreign 
products.  The  latter,  however,  is  considerable 
It  is  imfortunate  that  more  of  the  publicity  money 
cannot  be  rerouted  from  editors’  wastebaskets  into 
advertising  columns. 

The  registration  law  with  its  penalty  of  a  $1,000 
fine,  and  a  maximum  of  two  years  in  prison  fot 
wilful  failure  to  register,  for  false  registration  or 
omission  is  in  our  opinion,  a  good  one.  It  works 
no  harm  to  legitimate  firms  promoting  commerce 
between  nations  and  having  no  political  axe  to 
grind,  and  yet  it  may  be  the  means  of  thwarting 
insidious,  concealed  propaganda  drives. 

If  American  citizens,  or  others  writing,  speaking 
on  the  radio,  or  lecturing  in  this  country  are  k 
the  secret  pay  of  a  foreign  government,  newspaper 
editors  and  the  public  should  know  it. 
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will  be  hosts  to  Group  Two  of  the  TT^rTTTTTTTT^mTrTT^^"*™""" 

PERSONAL  Arkansas  Press  Association  when  its  FOLKS  TA/^ORTH 

MENTION _  “So^rr^Mu,  knowing _ 

emery  a.  ODELL,  publisher,  Mon-  Ttmes,  ret^M  to  the  state  gyRON  H.  “BY”  GOODWILLIE,  re¬ 
roe  (Wis.)  Erening  Times,  was  the  house  of  representatives  with  the  promoted  to  the  eastern 

recipient  of  many  congratulation  and  ^ ®cSdiS  ^  managership  of  the  Scripps-Howard 

Oct.  13  when  the  Bradford  tekes  up  his  duties  in  ^u-  ^ 

daily  marked  its  ment,  can  thank 

4  0  t  h  birthday,  has  served  in  the  legislature.  his  abiUty  to  sell  * 

Neighboring  Alex  G.  Cruikshank,  formerly  edi-  tooth-paste  for  P  H 

publishers  as-  Catskill  (N.  Y.)  Examiner,  has  j^jg  opportunity  k-  91 

sembled  for  a  been  named  editor  of  Oneonta  (N.  Y.)  to  enter  news-  V] 

surprise  dinner  News.  paper  work.  At  f  '  i 

and  the  daily  Amos  O.  Buckner,  mechanical  17,  he  got  a  job  K  W*'  ■ 

held  open  house  superintendent  of  Carson  City  (Nev.)  as  one  of  a  half-  ^ 

for  the  commim-  Daily  Appeal  for  the  past  11  years,  dozen  salesmen  /, 

i  t  y .  Mr.  Odell  has  leased  that  paper  from  Mrs.  Ida  to  introduce  a 

also  received  let-  Mighels,  publisher  since  the  death  of  new  brand  of 

ters  o  f  felicita-  her  husband,  Hal  Mighels,  in  1932.  tooth-paste  for - 

Emery  A.  Odell  tion  from  asso-  C,  Johnston  has  resigned  as  edi-  ^  national  ad-  B.  H.  Goodwillie 
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4  0th  birthday. 
N  e  ighbor  ing 
publishers  a  s  - 
sembled  for  a 


also  received  let¬ 
ters  o  f  felicita¬ 
tion  from  asso¬ 


ciates  in  the  In-  tor  of  Suffolk  (Va.)  News-Herald 
land  Daily  Press  Association,  excerpts  He  has  been  succeeded  by  A.  M. 
from  which  were  carried  in  the  anni-  Saunders. 


from  which  were  carried  in  the  anni-  Saunders. 

versary  pages  which  appeared  Oct.  Oliver  has  purchased  the  Valley 

12  prepar^  by  employes  as  a  surprise  stream  (N.  Y.)  Record  and  the  Lyn- 
to  the  publisher.  brook  Record.  Mr.  Oliver  until  last 

John  Bassett,  president,  Montreal  spring  published  the  Chatham  (N.  Y.) 
Gazette,  speaking  at  a  carrier  banquet.  News,  Chatham  Record  and  the  Lib- 
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the  Detroit  News.  He  spent  the  fol¬ 
lowing  10  years  with  the  News,  five  of 


J.  L.  Oliver  has  purchased  the  Valley  ^hich  were  spent  covering  adver- 
Stream  (N.  Y.)  Record  and  the  Lyn-  agencies  in  the  Eastern  part 

brook  Record.  Mr.  Oliver  until  last  “  country.  In  1932  Goodwillie 


joined  the  Scripps-Howard  organiza¬ 
tion  as  a  staff  man  in  the  Chicago 


Oct.  15.  at  Victoria  Hall,  marking  the  erty  News,  and  a  paper  at  Siler  City,  National  Advertising  office.  He  be- 
close  of  a  fall  campaign  assured  the  ^  c.  came  western  manager  in  January, 

carriers  “that  their  duties  were  as  ^  Lapidus,  who  joined  the  i 


carriers  “that  their  duties  were  as  ^  Lapidus,  who  joined  the 

important  as  those  of  any  other  Wildwood  (N.  J.)  Tribune-Journal  in 

partment  in  the  newspaper.  July  as  news  editor  has  acquired  the 


Wildwood  (N.  J.)  Tribune-Journal  in  r^bid  baseball  enthusiast,  Good- 
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Merrill  C.  Meigs,  Chicago  American  _ 

publisher;  H.  A.  Koehler,  Chicago  _  _  . 

Herald  &  Examiner  publisher;  S.  E.  In  lilO  DUSUIOSS  UtIlC@ 

Thomason,  Chicago  Times  publisher;  - — — 

Col.  Frank  Knox,  Chicago  Daily  News  MILTON  J.  PICOU,  circulation  man 
publisher;  John  Evans,  Chicago  Tri-  ager,  Syracuse  (N.  Y.)  Journal  am 
bunc  religion  editor;  William  F.  Me-  Sunday  American,  and  newly-electe* 
Dermott,  Daily  News  religion  editor;  president  of  Nev 

Dr.  Charles  Clayton  Morrison,  Chris-  York  Circula 

tian  Century  publisher;  and  W.  E.  J.  tion  Managers 

Gratz,  Epworth  Herald  editor,  are  ^  Assn.,  who  wa 

members  of  Chicago’s  Committee  of  j^B  B  seriously  injures 

One  Hundred,  sponsoring  the  National  Hv  in  an  automobil 

Stewardship  Convention  at  Stevens  Rw  accident  n  e  a 

Hotel,  Chicago,  Nov.  1  and  2.  ^  Falls,  h 

W.  W.  Aikens,  editor  and  founder  of  f  7°  month 

Franklin  (Ind.)  Evening  Star,  was  ^Bk  J  makir^ 

honored  by  the  Kiwanis  and  Rotary  ®mw  con^les 

Clubs  at  a  joint  meeting  Oct.  4  in  cence.  Mr.  Picov 

recognition  of  his  many  contributions  L  ° 

to  the  community  during  the  54  years  broken  colla 

which  he  had  been  publishing  the  Milton  J.  Picou  bone  and  ha^ 
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named  to  a  school  commission  by  Gov¬ 
ernor  Clyde  Hoey.  It  will  study  the 
school  needs  of  North  Carolina,  and 


make  proposajs  for  making’  the  O^Mand  Tribune,  and  Victor  Lat- 
schools  more  effective. 

H.  C.  Burkheimer,  publisher,  Al¬ 
hambra  (Cal.)  Post-Advocate,  was  *9  BB  B 

principal  speaker  at  a  Newspaper  Day  BB  B  B 

luncheon  of  the  Los  Angeles  Adver¬ 
tising  Club,  Oct.  11.  Clark  Waite,  ^ 

president  of  Southern  California  Asso-  MMuUnS 

dated  Newspapers,  was  Ixmcheon 
chairman.  Guests  included  Roy 

&own,  president;  William  S.  Kellogg,  For  more  than  a  decade  tl 

first  vice-president;  Neil  Van  Sooy,  .  u  t  i. 

second  vice-president,  and  John  Long,  oddity  cartoon  by  John  Hix 
general  manager  of  (California  News-  for  a  steadily  growing  list  c 
paper  Publishers’  Association.  R.  G. 

Kenyon,  advertising  manager.  South-  How  do  editors  know  ths 

ern  California  Edison  Co.,  was  host. 

B.  W,  Fleisher,  publisher,  Tokyo  Because  the  one  feature  t 

Japan  Advertiser,  and  Mrs.  Fleisher, 

arrived  in  San  Francisco,  Oct.  12,  i  winners  of  a  feature  poll  is 
aboard  the  Tatsuta  Maru  for  a  visit  in 

the  United  States.  ^  wx  m 

J.  B.  Snider,  publisher,  Clarksdale  S  T  R  .A  Cp  E  ^ 
(Miss.)  Daily  Register  and  lieutenant  i 
governor  of  Mississippi,  was  announced 

as  a  candidate  for  governor  in  next  T\/rr«WmirrVi4  ^ 

year’s  Democratic  primary.  i  ITlClv  Oily  III  i. 

E.  W.  Freeman,  publisher.  Pine  Bluff  |  V.  V.  McNitt  Greenw 

(Ark.)  Commercial,  and  George  H.  Olislnasn 

Adams,  publisher.  Pine  Bluff  Graphic,  ■  ■  -  ■  —  - - 


(Continued  on  next  page) 


JOHX  HIA 

BuUd»  Circulation 


For  more  than  a  decade  the  STRANGE  AS  IT  SEEMS 
oddity  cartoon  by  John  Hix  has  been  winning  new  readers 
for  a  steadily  growing  list  of  newspapers. 

How  do  editors  know  that  is  true? 

Because  the  one  feature  that  always  appears  among  the 
winners  of  a  feature  poll  is 


Abbie 
an’ 

Slats 


^  '  the  sports  end  of  the  business.  He  is  , 

I  I  the  proud  possessor  of  a  trophy  pre-  ! 

In  Th©  Business  Office  sented  to  him  in  Chicago  recently  for  ' 

- — leading  the  Scripps-Howard  softball  [ 

MILTON  J.  PICOU,  circulation  man-  team  in  the  Chicago  Federated  Ad-  i 
ager,  Syracuse  (N.  Y.)  Journal  and  vertising  Club  League,  which  he  was 
Sunday  American,  and  newly-elected  instrumental  in  organizing  this  year.  ' 
president  of  New  He  is  married  and  has  two  daughters, 
York  Circula-  Elaine  and  Jime,  and  makes  his  home 
tion  Managers’  in  Larchmont,  N.  Y, 

Assn.,  who  was  ■  ■ 

I^B  B  seriously  inji^^  tanner,  circulation  manager  of  Oak- 

automobile  Post-Enquirer,  will  act  as  hosts  , 

accident  during  the  20th  annual  convention  of  ! 

*  V  y  -  jt  9  „  ®  the  California  Circulation  Managers’ 

H  'J*  r  7°  Assn.,  Oct.  24  and  25,  at  Oakland. 

slow*^  ^v^s-  William  J.  Weber,  previously  na- 
cence.  Mr.  Picou,  tional  advertising  manager  of  Raleigh 
suffered  a  has  been  named  adver- 

broken  collar  fusing  director  by  Publisher  John  A. 

Milton  J.  Picou  bone  and  had 

his  right  arm  Henry  D.  Bradley,  general  manager. 


'‘^-has  won  a 
home  with 
Star 'Times 
readers-^* 


r>  T  1-  o  »*  ii  /-.u  wrenched  out  of  the  socket,  left  St.  Bridgeport  (Conn.)  Times-Star,  was 

I  ■  /It  V  editor.  Char-  Joseph’s  Hospital,  Syracuse,  last  week  named  president  of  the  Algonquin 

lotte  (N.  C )  Observer,  h^  l^en  spending  several  hours  Club,  there,  Oct.  12. 

each  day  in  his  office.  Robert  L.  Kidd,  Jr.,  advertising 


ach  day  m  his  office.  Robert  L.  Kidd,  Jr.,  advertising 

Phil  Knox,  circulation  manager,  manager,  Altus  (Okla.)  Times-Demo- 


.4bout  a  month  ago  The  St,  Louis 
Star-Time.s  started  Raehurn  Van 
Buren*s  ABBIE  AN’  SLATS 
daily  comic  strip. 

Moreover,  The  Star-Times  used 
the  feature  for  one  of  its  hig  guns 
in  a  circulation  delve  it  then  was 
launching.  A  four-page,  two- 
color  circular  broadcast  the  ar¬ 
rival  of  ABBIE  AN’  SLATS. 

The  Star-Times  estimated  cor¬ 
rectly  the  strength  of  the  comic. 

Circulation  Manager  L.  J.  Hoff¬ 
man  has  just  written  us — 

“■We  feel  sure  here  that  ABBIE 
,  -AN’  SLATS  has  won  a  home  with 
The  Star-Times  readers.” 

:  The  welcome  St.  Louis  has  given 
ABBIE  AN’  SLATS  is  the  kind 
!  55  other  cities  have  given  it.  They 
;  like  it  heartily  and  they  like  it 
instantly.  Your  city  will  too. 

We  will  be  glad  to  .send  you 
samples. 


STRANGE  AS  IT  SEEMS 


McNought  Syndicate,  Inc. 

Greenwich,  Conn. 


(Hias.  V.  McAdua 
President 
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crat,  has  resigned  to  join  the  Black- 
well  (Okla.)  Daily  Journal  advertising 
staff.  Mr.  Kidd  was  recently  added 
to  the  list  of  honorary  colonels  of 
Gov.  E.  W.  Marland,  of  Oklahoma. 

C.  V.  Hughes,  East  Liverpool  Re¬ 
view;  G.  T.  Culbertson.  Aft.  Vernon 
Republican-News;  W.  R.  May,  Martins 
Ferry  Time;  Kennedi  Kerr,  Lancaster 
Eagle -Gazette;  R.  B.  Wallace,  Coshoc¬ 
ton  Tribune,  and  E.  T.  Rodgers,  Tiffin 
Advertiser-Tribune  were  elected  di¬ 
rectors  of  Ohio  Select  List  of  Daily 
New^apers  at  its  annual  meeting 
Oct.  10  in  Columbus. 

George  F.  'Ifierren,  circulation 
manager,  Buffalo  Evening  News,  was 
in  charge  of  Jamboree  Day  celebrated 
Oct.  22  when  the  daily  held  a  theatre 
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party  and  an  amateur  show  with  car¬ 
rier  talent,  for  its  carriers. 

Thomas  J.  Young,  a  former  national 
advertising  manager  of  Philadelphia 
Daily  News  has  been  named  special 
representative  of  the  Progress  Group, 
composed  of  Progress  Plate  Making 
Co.,  Progressive  Composition  Co.,  and 
Hanson  &  Co.,  electrotypers,  all  of 
Philadelphia. 

John  T.  Howard,  formerly  of  Oswego 
(N.  Y.)  Palladium  Times,  and  George 
R.  Hooks,  previously  with  the  Au¬ 
gusta  (Ga.)  Chronicle  and  the  Atlanta 
(Ga.)  Journal,  have  been  appointed 
to  the  Raleigh  (N.  C.)  Times  display 
advertising  staff. 

J.  D.  Sapp,  Oklahoma  City,  has  been 
appointed  ^itor  and  advertising  man¬ 
ager  of  Pauls  Valley  (Okla.)  Enter¬ 
prise.  Mrs.  Sarah  Erwin,  publisher, 
has  announced. 

John  D.  Clifford,  general  manager 
and  editor,  Watertown  (Wis.)  Daily 
Times,  and  Mrs.  Clifford  are  the 
parents  of  a  son.  Robert  John,  bom 
Oct.  2. 

Robert  McKinney,  circulation  man¬ 
ager,  Beloit  (Wis.)  Daily  News,  was 
in  charge  of  the  first  ceremonial  meet¬ 
ing  of  the  local  group  of  News  Boy’s 
Association  of  America,  at  Grinnell 
Memorial  Hall,  Beloit,  Oct.  11,  at¬ 
tended  by  more  than  60  carriers  and 
their  parents.  R.  F.  Collins,  business 
manager  was  principal  speaker. 

Benjamin  W.  Jellico,  formerly  with 
the  San  Francisco  Call-Bulletin,  has 
been  named  advertising  manager  of 
“A  Gift  to  the  Bride,”  published  by 
MacArthur  Publications. 

Leon  Wray,  advertising  manager. 
Anaheim  (Cal.)  Bulletin,  has  been 
named  publicity  chairman  for  Ana¬ 
heim’s  Fifteenth  Annual  Hallowe’en 
Festival  and  Horse  Show. 

E.  T.  Lowther,  advertising  manager, 
the  Emporia  (Kan.)  Gazette,  chairman 
of  the  advertising  managers’  division 
of  Kansas  Editorial  Assn.,  has  post¬ 
poned  the  conference  which  was  to 
be  held  in  Topeka,  Nov.  5.  The 
meeting  will  be  held  with  the  Edi¬ 
torial  Association’s  annual  meeting  in 
Topeka,  Jan.  19,  20  and  21. 

Charles  A.  Ferris,  formerly  business 
manager  of  Saugerties  (N.  Y.)  Star, 
is  now  business  manager  of  Oneonta 
(N.  Y.)  News. 

John  Dodd,  for  the  past  six  years 
with  the  local  advertising  staff  of  At¬ 
lanta  Constitution,  has  joined  the  In¬ 
dianapolis  News  local  staff. 

Neil  S.  Purdy,  advertising  manager. 
Battle  Creek  (Mich.)  Moon-Joumal, 
has  resigned  as  chairman  of  the  Cal¬ 
houn  Democratic  county  committee, 
explaining  he  could  not  devote  suffi¬ 
cient  time  to  the  duties  of  the  position. 

G.  Byron  Smith  II,  has  joined  the 
New  York  sales  staff  of  J.  J.  Devine  & 
Associates,  Inc.,  succeeding  Donald  A. 
Donahue,  resigned.  Mr.  Smith  was 
formerly  with  R.  H.  Macy  &  Company. 

Robert  Stephenson,  formerly  with 
House  Beautiful  and  the  New  York 
Times,  has  joined  the  advertising 
staff  of  Time. 


In  The  Editorial  Rooms 


WINDER  R.  HARRIS,  managing  edi¬ 
tor,  Norfolk  (Va.)  Virginian- Pilot, 
is  chairman  of  the  Norfolk  District 
rally  of  the  Episcopalian  churches  in 
charge  of  publicity. 

Edgar  Bean,  news  editor.  New  York 
Daily  News,  and  Mrs.  Bean,  who  is 
Mabel  Greene  of  New  York  Sun,  have 
returned  to  their  home  near  Westport, 
Conn.,  after  a  vacation  trip  in  England. 

Jerry  Sheridan,  associate  editor.  La 
Junta  (Colo.)  Daily  Democrat,  and 
Mrs.  Sheridan,  are  the  parents  of  a 
son,  Michael,  bom  recently. 


Lloyd  Stouffer,  day  news  editor, 
Detroit  Free  Press  and  Mrs.  Stouffer, 
are  the  parents  of  a  daughter,  Joan 
Francis,  bom  Oct.  12. 

Clarence  L.  Wilson,  former  man¬ 
aging  editor  of  the  suspended 
Worcester  (Mass.)  Evening  Post,  has 
joined  the  Worcester  Evening  Gazette 
as  political  writer.  William  L.  Roach, 
formerly  Post  county  editor,  has  re¬ 
joined  the  Boston  Herald  reportorial 
staff,  to  which  he  was  attached  before 
joining  the  Post.  E.  Mathew  Peter¬ 
son,  formerly  a  desk  man  on  the  post, 
has  joined  the  Boston  Transcript  copy 
desk. 

Walter  J.  Pfister,  city  editor  and 
columnist,  Sheboygan  (Wis.)  Press, 
spoke  on  “News — and  Why  It’s  News” 
before  the  Manitowoc  Rotary  Club 
meeting  held  in  the  daily’s  editorial 
room  Oct.  11. 

Kenneth  Toler,  Jackson,  Miss.,  bu¬ 
reau  chief  of  Memphis  (Tenn.)  Com¬ 
mercial  Appeal,  addressed  the  Hollan- 
dale.  Miss.,  Rotary  Club,  Oct.  12.  on 
“Newspapers  and  the  Public.” 

C.  William  Duncan,  columnist, 
Philadelphia  Evening  Ledger,  will  be 
honored  at  a  testimonial  dinner  Nov. 

6  in  the  Benjamin  Franklin  Hotel, 
Philadelphia. 

A1  Warden,  spx>rts  editor  of  Ogden 
(Utah)  Standard-Examiner,  has  been 
reappointed  state  commissioner  of 
semi-pro  baseball  for  1939. 

Edward  P.  Morgan  has  been  named 
Pacific  Northwest  news  manager  of 
United  Press  to  succeed  N.  E.  Titus, 
resigned,  Frank  H.  Bartholomew,  Pa¬ 
cific  Division  manager  has  annoimced. 
Mr.  Morgan  had  been  foreign  editor 
at  San  Francisco  for  two  years. 

Elmer  T.  Peterson,  California  mo¬ 
tion  picture  and  magazine  writer,  has 
joined  the  Oklahoma  City  Daily  Ok¬ 
lahoman. 

Julia  O’Keeffe,  Philadelphia  In¬ 
quirer  reporter,  who  has  been  seriously 
ill  with  a  bronchial  ailment,  is  re¬ 
ported  to  be  improving. 

Paul  Janes,  formerly  with  the  In¬ 
dianapolis  AP  bureau,  has  joined  the 
Battle  Creek  (Mich.)  Enquirer-News. 

John  A.  Aspinwall,  of  Albany, 
N.  Y.  staff  of  the  Associated  Press  be¬ 
came  Syracuse  AP  correspondent  Oct. 
15,  succeeding  Rowland  Wickersham, 
who  joined  the  AP  general  offices  in 
New  York  City,  where  he  has  been 
assigned  to  the  membership  depart¬ 
ment. 

David  Johnson,  manager  of  UP. 
Idaho  bureau  at  Boise,  has  been 
awarded  a  solo  pilot  license. 

John  W.  Culver,  city  hall  reporter, 
Springfield  (Mass.)  Daily  News,  re¬ 
cently  won  the  prize  for  the  best 
speech  delivered  at  the  dinner  meet¬ 
ing  of  the  Springfield  Speakers’  Club. 
He  spoke  on  pari-mutual  betting. 

Edward  Breen,  night  police  reporter, 
Worcester  (Mass.)  Telegram,  suf¬ 
fered  a  fractured  leg  Oct.  9  when  he 
fell  down  stairs  at  police  headquarters 
while  running  to  catch  an  outgoing 
ambulance.  He  is  now  in  the  Lincoln 
Hospital. 

Henry  G.  Logan,  state  house  cor¬ 
respondent,  Springfield  (Mass.)  Re¬ 
publican,  and  Mrs.  Logan  celebrated 
their  25th  wedding  anniversary  re¬ 
cently  with  a  house  party.  They  were 
presented  a  purse  of  silver. 

Harold  Keen,  waterfront  reporter, 
San  Diego  (Cal.)  Sun,  and  Mrs.  Keen, 
are  the  parents  of  a  son  born  Oct.  9. 

Bud  Myers,  former  Toledo  Ncias- 
Bee  promotion  editor,  and  at  one  time 
with  Akron  Times-Press,  has  joined 
the  Houston  Press  copy  desk  and  its 
promotion  department. 

Hugo  Autz,  formerly  of  the  Toledo 
News-Bee,  recently  joined  the  Madi¬ 
son  (Wis.)  State  Journal  copy  desk. 

Albert  M.  Seidler,  rod  and  gun  edi¬ 


tor,  Brooklyn  Citizen,  has  changed  the 
title  of  his  column  “Anglers”  and 
Hunters’  Guide”  to  the  “Outdoor  ‘ 
Sportsman.”  The  column  has  a 
broader  scope  and  includes  skiing  and 
skeet  shooting.  1 

Kerwin  G.  Tanguay,  formerly  of 
Columbus  (O.)  Citizen  copy  desk,  has  ! 

joined  the  Buffalo  (N.  Y.)  Evening 
News  copy  desk.  I 

Griffith  B.  Niblack,  who  has  been  in  i 

publicity  work,  has  rejoined  $he  In¬ 
dianapolis  News  city  staff. 

C.  C.  Brown,  formerly  publisher  of 
Kaw  City  (Okla.)  News  has  joined 
the  Duncan  (Okla.)  Eagle  as  city  edi¬ 
tor  succeeding  Howard  Brown,  who 
has  returned  to  Texas. 


Special  Editions 


LEBANON  (PA.)  DAILY  NEWS,  Oct 

5  Firemen’s  Edition,  24  pages  mark¬ 
ing  59th  convention  of  Firemen’s 
Assn.,  of  Pennsylvania. 

Burlingame  (Cal.)  Advance,  Sept 
20,  1938,  Fiesta  Edition,  80  tabloid 
pages,  5  sections,  with  a  four-page 
cover.  The  outside  cover  carried  a 
cartograph  in  color  of  San  Mateo 
county. 

Oil  City  (Pa.)  Blizzard,  Oct.  5,  Fall 
Fashion  Number,  22  pages.  The  edi¬ 
tion  printed  on  green  paper  contained 
27,000  lines  of  advertising. 

The  Battle  Creek  (Mich.)  Enquirer- 
News,  Oct.  10,  20-page  tabloid  section 
announcing  a  cooking  school  spon¬ 
sored  by  the  daily. 

Saint  John  (N.  B.)  Citizen,  Oct.  15, 
Second  Annual  Baby  Supplement,  16 
pages. 

Portsmouth  (O.)  Times,  Oct.  2,  Ses- 
quicentennial  Edition  marking  150th 
armiversary  of  Northwest  Territory, 
124  pages,  9  sections. 

Boston  Herald,  Oct.  9,  Fall  Real  Es¬ 
tate  Review,  16  pages. 

Ft.  Smith  (Ark.)  Southwest-Timei 
Record,  Oct.  5,  Livestock  Exposition 
Section,  10  pages. 

Piqua  (O.)  Call,  Sept.  23,  Piqua 
Sesquicentennial  Edition,  32  pages, 
including  a  16-page  tabloid  section. 

Ketchikan  Alaska  Chronicle,  Sept. 
7,  1938  American  Legion,  department 
of  Alaska,  convention  number,  28 
pages,  3  sections. 

Oakland  (Cal.)  Tribune,  Sept.  29, 
Philco  Mystery  Control  special,  12 
tabloid  pages  insert.  The  same  edi¬ 
tion  contained  a  three-color  adver¬ 
tisement,  plus  black,  of  one  page  from 
Milen’s,  local  jeweler. 

Portsmouth  (O.)  Times,  Oct.  2. 
Northwest  Sesquicentennial  Eklition, 
124  pages. 

La  Presse,  Montreal,  Sept.  24,  Fall 
Fashion  Number,  carrying  82  columns 
of  advertising. 


WISCONSIN  MEETING 


Classified  advertising  men  repre¬ 
senting  both  daily  and  weekly  news¬ 
papers  in  Wisconsin  met  at  Apple- 
ton,  Wis.,  recently,  and  perfected 
organization  of  the  Wisconsin  sec¬ 
tion,  National  Association  of  Clas¬ 
sified  Advertising  Managers.  Ward 
Cropley,  classified  advertising  man¬ 
ager,  Kenosha  News,  was  elected 
president,  and  Glenn  Arthur,  classi¬ 
fied  advertising  manager  of  the  Ap¬ 
pleton  Post  -  Crescent,  was  named 
secretary-treasurer.  The  organization 
was  formed  principally  as  a  clearing 
house  for  classified  problems  and  to 
give  advertising  men  chance  to  ex¬ 
change  ideas  annually.  Speakers  at 


convention  were:  Harry  Gwaltney, 
of  Milwaukee  Journal;  W.  H.  Con-  1 
rad,  publisher  of  Medford  (Wis.)  I 
Star-News,  and  H.  L.  Davis,  general  I 
manager  of  Appleton  Post-Crescent  I 
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UNDIGNIFIED  BEHAVIOR  of  male 
parent  at  wedding  of  daughter  as  re¬ 
ported  in  The  Villager,  Greenwich 
Village,  New  York,  Oct.  12: 

“The  bride  was  given  in  marriage 
by  her  father,  wearing  her  mother’s 
wedding  gown.” 

■ 

NEWSY  AD  appearing  in  Chicago 
Daily  News  Oct.  11: 


You're  "sunk*' 
without  the  right 
builder  -  upper. 
Consult  us— 
Special!  sts  in 
brassieres,  foun¬ 
dation  garments 
and  surgical  fit¬ 
tings.  Alterations 
without  charge. 

$1.00 

up 


536  NORTH  MICHIGAN 


CONVIVIAL  NOTE  from  Chardon 
(0)  Geauga  Republican-Record: 
"Federal  tax  men  have  visited  Wind¬ 
sor  in  large  number  since  a  huge  still 
was  located  by  Federal  officers  there, 
and  20  men  arrested.  1,250  gallons  of 
liquor  was  part  of  the  haul.” 
a 

FACT  OR  FICTION,  a  "Short  Takes” 
reader  submits  the  following  brief 
story: 

"They  both  met  in  Lincoln  Park, 
Chicago.  Both  down  and  out  like 
thousands  of  others.  Both  sat  on  a 
bench  for  considerable  time  panning 
the  government,  the  New  Deal,  etc., 
and  both  being  in  perfect  harmony 
with  each  other  on  their  views.  Finally 
one  said: 

“‘I  was  not  always  this  bad  off;  1 
used  to  be  a  Linotype  operator.’ 

"The  other  one  replied:  ‘Is  that  so? 
Why  I  used  to  be  a  Proofreader.’ 

“The  policeman  who  arrested  them 
said  it  was  the  worst  fight  he  had  ever 
seen.” 


IT  HAPPENED  on  the  “lobster  trick” 
of  the  Chicago  American  Monday 
morning,  Oct.  17. 

The  night  city  ed.  phoned  the  pho¬ 
tographers’  room  to  get  a  man  to  go  to 


c^McciciteJ. 

TELEMATS 


WORLD 


the  hospital  to  get  a  picture  of  an 
amnesia  victim. 

“Okay,  boss,”  came  back  the  reply, 
“right  away,  but  what  did  you  say 
v/as  the  name  of  the  patient?” 

■ 

FROM  A  PUBLICITY  handout  of  the 

Tennessee  State  W.C.T.U.  which  ap¬ 
peared  in  several  papers: 

“Mrs.  Stanley  Armstrong  of  Mem¬ 
phis  will  speak  Thur.sday  night  of  the 
convention  on  ‘Youth  Faces  the  Liquor 
Problem,’  and  will  be  followed  by  an 
address  by  Thomas  Armstrong,  Nash¬ 
ville,  whose  subject  will  be  ‘Youth 
Can  Take  It.’  ” 

■ 

SPORTS  SLOW-MOTION  picture  re¬ 
ported  recently  in  Little  Rock  Ar¬ 
kansas  Democrat: 

“Halfback  Martin  of  Arkansas  in¬ 
tercepted  a  Texas  pass  and  carried  it 
35  years  for  a  touchdown.” 

■ 

Edit(>ii  &  Publisher  will  pay  $i  for  racli 
“Short  Take’*  acccpte<l  ainl  published.  Those 
no!  use<!  will  not  he  returned. 

NEW  Texas' DAILY 

L.  G.  Hardy,  former  publisher  of 
Elk  City  (Okla.)  Times  has  established 
the  Lubbock  (Tex.)  Daily  Times,  an 
afternoon  newspaper  which  appeared 
Oct.  1. 


Inductive  Coupling 
Pertent  to  Finch 

The  U.  S.  Patent  Office  Oct.  19  an¬ 
nounced  the  issuance  of  Patent  No. 
2,133,811  to  William  G.  H.  Finch  on 
the  transmission  of  telegraph  messages 
over  telephone  lines  by  inductive 
coupling  to  the  telephone  line. 

Quoting  from  the  patent: 

For  many  comni<?rcial-  services,  particularly 
news  services,  it  is  hii^hly  desirable  to  trans¬ 
mit  to  the  main  office  a  message  from  as  near 
to  the  scene  of  action  as  practicable.  Various 
proposals  have  been  made  to  utilize  the  vast 
telephone  system  network  for  rapid  and  eco¬ 
nomical  and  portable  operation  between  the 
main  office  and  out  in  the  field.  None  of  the 
proposed  systems  for  portably  operating  an 
automatic  telegraphy  system  over  telephone 
lines  have,  to  my  knowledge,  been  successful, 
particularly  since  the  telei>hone  companies  can¬ 
not  permit  any  interconnection  by  a  subscril>er 
to  its  lines  unless  special  precautions  and  cir¬ 
cuit  balancing  connections  are  used  and  a  24- 
hour  per  day  lease  is  made.  The  use  of  tele¬ 
graph  lines  or  radio  systems  for  automatic 
telegraphy  is  not  feasible  for  portable  inter¬ 
communication  with  the  main  office.  In  ac¬ 
cordance  with  my  present  invention.  I  con¬ 
template  transmitting  the  telegraphy  signals 
to  the  central  office  from  any  telephone  sub¬ 
scriber  station.  A  telephone  call  is  “put 
through”  to  the  central  office  and  the  telegraph 
unit  is  operated  on  a  pay-as-yon-use  basis. 

“In  other  words,”  Mr.  Finch  said. 


“a  roving  reporter  with  a  Finch  key¬ 
board  inductively  couples  to  a  pay 
telephone  and  transmits  his  story 
which  is  received  over  the  ordinary 
public  telephone  in  the  city  room 
neatly  typed. 

“The  relatively  inexpensive  fac¬ 
simile  or  telegraph  equipment  which 
can  be  employed  in  connection  with 
the  Finch  system  will,  because  of  its 
low  cost  and  because  it  does  not  re¬ 
quire  separate  signalling  lines,  be¬ 
come  a  material  factor  in  the  devel¬ 
opment  of  facsimile  or  telegraph  com¬ 
munications. 

2  RESIGN  IN  LONDON 

Two  veteran  British  newspapermen 
resigned  their  posts  recently,  Arthur 
Leslie  Cranfield,  editor  of  the  London 
Daily  Mail  since  1935  and  a  director 
of  Associated  Newspapers,  Ltd.,  and 
T.  G.  Curtis,  general  manager  of  the 
London  News  Chronicle  and  London 
Star.  Mr.  Cranfield  announced  that 
he  and  Associated  Newspapers  had 
“parted  amicably  by  mutual  agree¬ 
ment,”  and  added  that  he  had  “cer¬ 
tain  definite  plans.”  He  declined, 
however,  to  indicate  what  these  were. 
Mr.  Curtis,  who  had  been  with  the 
papers  31  years,  retired  on  medical 
advice. 


Hurricanes  and  Tidal  Waves,  Too  .  .  . 
General  Sherman  I 


The  Rhode  Island  chapters  of  the  tragic 
story  of  the  September  21  hurricane  and 
tidal  wave  have  been  written  .  .  ,  and  eagerly 
read. 

True,  we’re  having  to  familiarize  ourselves 
with  a  new  shore  line.  Rut  Rho<le  Island  still 
is  very  much  on  the  maps  .  .  .  and  all  of  us  are 
carrying  on. 

Willingly,  we  now  leave  the  record  to  the 
chimnev-corner  story  tellers  and  their  awed 
listeners  of  a  future  generation. 

Anyone  who  has  gone  through  an  experience 
similar  to  ours  certainly  understands  the  para¬ 
dox:  business  in  Rhode  Island  is  anything  hut 
normal . .  hut  seldom,  if  ever,  has  it  been  better! 

Unemployment  is  a  wonl, 
for  instance,  that  we’ve  had  to 
drop  from  our  voc-abulary. 

There’s  no  end  of  work  to  be 
done  . . .  private  and  public  . . . 
and  every  ablc-botlied  person 
who  wants  work  has  it.  Plus 
fat  pay  envelopes  every  week. 

Supplementing  Rhode 
Island’s  currently  swollen  pay¬ 
rolls  .  .  .  and  the  bulwark  of 
the  4th  highest  per  capita 
savings  in  the  U.  S. .  .  are  the 


vast  funds  of  Government  and  local  relief 
agencies.  Distribution  of  this  added  immediate 
purchasing  power  has  been  liberal  and  swift. 

Those  of  you  who  have  rushed  new  stocks  of 
merchandise  to  fl<M)ded  Rhode  Island  merchants 
know  something  of  the  tremendous  volume  of 
needed  commodities  .  .  .  from  clothing  to  auto¬ 
mobiles  .  .  .  now  flowing  into  the  homes  of 
thousands  of  Rhode  Islanders  who  saw  much 
or  all  of  their  possessions  swept  away.  As  ^  all 
Street  would  put  it,  the  statistical  tickers  are 
far  behind  retail  transactions. 

As  for  us  here  at  the  Journal  Company,  after 
eleven  days  and  nights  of  heartbreaking  effort, 
we  thrilled  at  the  sound  of  our  presses  rolling 
their  own  again.  To  the  Vi  oon- 
socket  Cali,  the  Boston  Post 
and  the  Providence  Visitor,  wh<* 
graciously  answered  the  call  of 
a  newspaper  in  distress,  we 
make  grateful  ackiiowle«lgment. 

And  to  the  many  advertising 
agencies  and  their  clients  who 
revised  their  schedules  and  car¬ 
ried  on  in  the  Journal-Rulletin 
where  it  was  possible  to  do  so 
. . .  we  express  our  appreciation 
of  their  loyalty  to  us  . .  .  and  of 
their  confidence  in  Rhode  Island. 


To  all  Advertisers  ! 

It  was  an  ill  wind  .  .  .  but  it 
blew  millions  of  dollars  worth 
of  goods  out  of  your  factories  to 
meet  the  demands  of  one  of  the 
greatest  rehabilitating  jobs  this 
country  has  ever  seen. 

Let’s  all  join  hands  again. 
Rhode  Island  needs  you.  We  like 
to  feel  that  you  need  us. 

★  ★  ★ 


Providence  J  o  u  r  n  a  I  -  B  u  II  et  i  n 

^)j047driaJtJuiq,  flew-  Enqland^i  iPjecond  WLoAJkel 
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Fall  Contests 
Prove  Popular 
With  Carriers 

Stockton  Record  Uses  Grid 
Theme;  Popularity  Poll 
lor  Rockford  Boys 

By  GEORGE  A.  BRANDENBURG 

Similar  in  some  resjjects  but  entire¬ 
ly  different  in  name  and  modus  oper- 
andi.  are  the  Stockton  (Cal.)  Record's 
new  fall  "football”  contest  and  the 
Rockford  (Ill.)  Morning  Star  and  Reg¬ 
ister-Republic's  carrier  salesmen  “pop¬ 
ularity  poll.”  Both,  of  course,  have  as 
their  aim,  increased  home  delivery 
circulation. 

The  Record’s  football  contest,  orig¬ 
inated  by  Frank  Lewis,  circulation 
promotion  manager,  has  as  its  special 
incentive  the  awarding  of  extra  money 
to  “varsity”  players.  The  contest  be¬ 
gan  Oct.  3  and  ends  Oct.  31.  Each  dis¬ 
trict  or  branch  is  a  college  and  one 
half  the  carriers  in  each  college  are 
on  the  varsity  squad  (those  with  the 
most  orders)  and  the  other  half  on 
the  scrub  team.  A  scrub  player  can 
replace  a  varsity  man  by  turning  in 
more  orders  than  the  varsity  player. 
A  varsity  man  receives  25  cents  extra 
on  new  orders,  besides  the  regular 
commission.  Consequently,  the  scrubs 
are  making  it  mighty  tough  for  the 
‘  V”  men. 

Progress  of  the  carriers  is  charted 
on  an  office  “gridiron.”  Each  order 
advances  a  carrier  10  yards  and  a 
complaint  penalizes  him  10  yards. 
Carriers  who  advance  100  yards  dur¬ 
ing  the  contest  will  receive  a  special 
cash  bonus  and  the  first  carrier  across 
the  goal  line  will  be  named  “All- 
American”  captain. 

Seek  Mott  Popalor  Carrier 
The  Rockford  popularity  contest  in¬ 
cludes  every  carrier  for  the  two  Rock¬ 
ford  papers.  For  each  start  obtained 
during  the  contest  period,  Oct.  5 
through  Nov.  1,  the  salesman  will  re¬ 
ceive  so  many  votes,  depending  on 
what  week  of  the  contest  it  is  in  which 
he  obtains  the  new  orders. 

Prizes  will  be  awarded  to  the  25 
“most  popular”  carrier  salesmen  in 
102  suburban  towns,  as  well  as  to  the 
25  most  popular  carriers  in  Rockford. 
Top  prize  is  a  streamlined  bicycle. 
Other  merchandise  prizes  will  be 
given.  In  addition  to  the  50  grand 
prizes,  pen  and  pencil  sets  will  be 
awarded  to  the  carrier  scoring  the 
most  points  in  each  of  the  four  weekly 
period. 

According  to  the  scoring  system  de¬ 
vised  by  Circulation  Manager  John 
Stafford,  points  will  be  given  on  a 
basis  of  2,000  votes  for  each  new  order 
obtained  in  the  opening  week;  1,500 
votes  for  each  order  in  the  second 
week;  1,000  votes  for  each  new  start 
the  third  week;  and  500  votes  for  each 
order  obtained  in  the  last  week.  In 
case  of  a  tie  at  the  end  of  the  regular 
contest  period,  a  run-off  contest  of  one 
week’s  duration  will  be  held,  in  which 
only  the  number  of  starts  will  be 
counted. 

On  Greeting  'Newcomers' 

MOST  NOVEL  idea  offered  at  recent 
Central  States  meeting  for  getting 
subscribers  among  “newcomers,”  was 
that  of  Byron  C.  Vedder,  Urbana  (Ill.) 
Courier.  Mr.  Vedder  told  how  the 
Courier  sends  a  copy  of  the  paper 
containing  a  birth  announcement  to 
the  new  baby,  tied  with  blue  or  pink 
ribbon,  depending  on  whether  the 
“newcomer”  is  a  boy  or  a  girl.  A 
message  is  attached,  pointing  out  this 
is  the  first  time  the  baby’s  name  has 


New  officers  of  the  Mid-Atlantic  Circulation  Managers  Association.  L.  to  r.:  E.  C. 
Lugar,  Roanoke  |Va.)  World-News,  second  vice-president;  D.  C.  Johnson,  Burlington 
(N.  C.)  Times-News,  first  vice-president;  J.  G.  Ward,  Charlotte  (N.  C.)  Observer, 
president,  and  Will  X.  Coley,  Raleigh  (N.  C.)  News  and  Observer,  secretary-  treasurer 

(re-elected). 


appeared  in  print,  but,  no  doubt,  as 
the  years  roll  by  his  or  her  name  will 
appear  often  in  the  local  paper. 

No.  4  Boy  Welfare  Series 

THE  FOURTH  AD  in  the  Ft.  Wayne 

(Ind.)  News-Sentinel  series,  ac¬ 
quainting  the  public  with  the  value 
of  carrier  salesman  training,  shows  a 
picture  of  a  district  manager  talking 
with  parents  of  a  prospective  carrier. 
The  copy  states; 

“Reg-irdless  oi  a  boy's  station  in  life,  if  his 
qualifications  are  good  and  if  his  parents  are 
willing,  he  is  acceptable  as  a  News-Sentinel 
Carrier  Salesman.  Following  a  regular  pre¬ 
scribed  business  practice,  all  boys  sign  a  con¬ 
tract  which  is  countersigned  by  one  of  the 
parents.  This  contract  together  with  a  Manual 
covers  all  the  rules  and  regulations  in  con¬ 
nection  with  the  work.  The  District  Manager, 
who  is  the  immediate  supervisor  of  the  boy, 
calls  at  the  boy’s  home  and  together  with  the 
parents  goes  over  the  entire  procedure  so  that 
there  may  be  no  misunderstanding  of  the  boy’s 
responsibilities,  and  we  insist  on  complete  co¬ 
operation  of  parents  in  helping  the  boy  succeed. 

“A  cash  deposit  equivalent  to  two  weeks’ 
paper  bill  is  required,  not  because  we  are 
afraid  a  boy  will  “run  out”  with  collections, 
but  to  have  him  realize  he  has  a  cash  invest¬ 
ment  in  his  first  business  venture  .  .  .  and,  of 
more  importance,  it  starts  him  off  with  an  idea 
of  thrift,  for  The  News  Publishing  Company 
pays  4%  interest  on  this  savings  which  is  en¬ 
tirely  refunded  to  the  boy  when  he  leaves  the 
route.” 


N.  Y.  NEWS  WINS  SUITS 

The  New  York  Daily  News  won  a 
victory  in  the  courts  Oct.  15  when  the 
Appellate  Division  of  the  New  York 
Supreme  Court  upheld  a  verdict  of  a 
jury  rendered  in  January,  1937,  dis¬ 
missing  two  libel  suits  against  the 
News  which  sought  a  total  of  $1,100,- 
000  in  damages.  The  suits  which  were 
brought  by  Mohammed  A1  Raschid 
and  De  Juni  A1  Raschid  charged  that 
on  four  occasions  in  1930  and  1931 
the  News  published  stories  which  as¬ 
serted  that  the  plaintiffs  were  not  a 
prince  and  princess  respectively  but  a 
“fraud,  masquerading  as  a  nobleman.” 
The  decision  of  the  Appellate  Division 
was  unanimous  and  without  written 
opinion. 


Mi<d-Atlantic  Group 
Opposes  Map  Plan 

Mid-Atlantic  Circulation  Managers 
Association  at  its  19th  annual  con¬ 
vention  in  Greensboro,  N.  C.,  Oct.  16- 
18  adopted  a  resolution  opposing  the 
Audit  Bureau  of  Circulations’  map 
proposal  on  grounds  that  circulation 
facts  shown  by  the  present  method 
of  reporting  are  sufficient  and  that  the 
map  proposal  would  only  duplicate 
them.  More  than  150  attended. 

A  discussion  of  the  fair  labor  stand¬ 
ards  act  by  Jack  Estes,  of  the  Dallas 
(Tex.)  News,  and  president  of  the  In¬ 
ternational  Circulation  Managers  As¬ 
sociation,  featured  the  Monday  morn¬ 
ing  session.  Most  papers  are  engaged 
in  interstate  commerce  and  come  un¬ 
der  the  provisions  of  the  act,  he  said. 
He  suggested  that  newspapers  elimi¬ 
nate  from  their  carrier  routes  all  boys 
under  14  years  of  age. 

Discussion  whether  a  small  sub¬ 
scription  rate  increase,  due  to  higher 
publication  costs,  would  be  justified, 
was  led  by  A.  F.  Ballentine,  of  the 
Greenville  (S.  C.)  News-Piedmont. 
No  action  was  taken. 

President  G.  T.  Carter,  Florence 
(S.  C.)  Morning  News,  presided.  An¬ 
drew  Joyner,  Jr.,  general  manager  of 
the  Greensboro  (N.  C.)  News-Record, 
delivered  the  address  of  welcome. 

A  general  topics  session  was  opened 
with  a  discussion  of  how  circulation 
managers  may  work  in  closer  co¬ 
operation  with  editors  in  selection  of 
feutures  and  comics.  C.  B.  Williams, 
of  the  Charleston  (S.  C.)  News  and 
Courier,  led  this  discussion. 

J.  G.  Ward,  of  the  Charlotte  (N.  C.) 
Obserrer,  was  elected  president.  Other 
officers  elected  are  D.  C.  Johnson, 
Burlington  (N.  C.)  Times-News,  first 
vice-president;  E.  C.  Lugar,  Roanoke 
(Va.)  World-News,  second  vice-pres¬ 
ident,  and  Will  X.  Coley,  Raleigh 
(N.  C.)  News  and  Obserwcr,  secretary- 
treasurer  (re-elected). 

N.  E.  MEETING  OCT.  25 

Fall  meeting  of  New  England  Daily 
Newspaper  Assn.,  will  be  held  Oct. 
25  at  Copley  Plaza,  Boston. 


New  officers  of  Texas 
Circulation  Managers 
Assn.  L.  to  r.:  L.  E. 
Gillett,  Beaumont 
Enterprise  and  Jour¬ 
nal,  president;  W.  D. 
Wolf,  Waco  News- 
Tribune  and  Times- 
Herald,  sergeant-at- 
arms,  re-elected;  H. 
E.  Murphree,  Hous¬ 
ton  Chronicle,  secre¬ 
tary-treasurer,  re¬ 
elected,  and  P.  F. 
Fincher,  Austin 
American,  vice-presi¬ 
dent. 


Texas  Circulators 
Debate  Value  of 
Carrier  Contracts 

ICMA  Executive  Disagrees 
With  Statement  They  Are 
Worthless  .  .  .  Gillett  Elected 

How  best  to  convince  internal 
revenue  collectors  of  social  security 
taxes  that  carriers  are  merchants  was 
the  chief  topic  of  discussion  at  the 
silver  anniversary  convention  of  the 
Texas  Circulation  Managers  Associa¬ 
tion,  in  Dallas,  Oct.  16  and  17. 

Scheduled  as  one  of  11  topics  for 
general  discussion,  it  became  a  major 
issue  when  some  of  the  circulators 
disagreed  with  Cecil  C.  Moore,  of  the 
Austin  (Tex.)  American,  chief  speaker 
on  the  subject. 

Used  as  Starter 

Moore  reported  that  because  his 
paper  is  in  Austin,  the  state  capital 
and  headquarters  for  the  tax  collector, 
it  is  being  used  as  a  starter  in  the  col¬ 
lector’s  determined  campaign  to  col¬ 
lect  social  security  taxes  on  carrier 
boys. 

“We  drew  up  a  contract  that  showed 
clearly  the  carriers  operate  independ¬ 
ently,”  Moore  said.  “The  collector 
read  the  contract  then  declared  the 
wording  showed  beyond  a  doubt  that 
carriers  are  employes.  We  have  been 
advised  that  the  best  thing  to  do  is 
operate  without  a  contract  as  they 
can  take  any  contract  we  write,  twist 
it  around  and  use  it  against  us.” 

L.  W.  McFetridge,  Tulsa  (Okla.) 
World  circulation  manager  and  secre¬ 
tary-treasurer  of  the  International 
Circulation  Managers  Association 
took  the  floor  to  disagree  with  Moore 

“Without  a  contract  you  are  sunk.’ 
he  declared.  “Any  control  you  wish 
to  exercise  over  the  carrier  should  be 
placed  in  the  contract.  The  time  he 
starts  delivery,  how  he  shall  pay  his 
bills,  how  to  handle  complaints,  when 
he  shall  attend  sales  meetings,  all  can 
be  put  in  the  contract — ^which,  inci¬ 
dentally,  should  be  signed  by  the  car¬ 
riers’  parents  also.” 

Non*  Paying  Tax  in  Tnxat 

At  the  call  for  a  showing  of  hands 
for  papers  now  paying  social  security 
taxes  none  was  found  to  exist  in 
Texas. 

H.  B.  Adsit,  executive  secretary  of 
the  Texas  Newspaper  Publishers  As¬ 
sociation,  warned  the  circulators  to 
watch  closely  for  rulings  on  social 
security,  the  wage  and  hour  law,  and 
closed  with  the  recommendation, 
which  he  did  not  amplify,  to  get  rid 
of  all  carriers  imder  14  years  of  age 

Because  of  additional  time  taken 
for  discussion  of  the  social  securities 
act  as  it  affects  carrier  boys,  shorter 
periods  were  devoted  to  the  discus¬ 
sion  of  insurance  selling,  use  of  maga¬ 
zines,  return  privilege  and  office  u« 
copies,  methods  and  costs  of  distri¬ 
bution  to  city  carriers,  motor  route  ^ 
distribution  and  costs,  mail  room 
problems  and  costs,  promotion  plans 
and  methods,  and  a  debate  on  weekly 
vs.  monthly  collections. 

President  L.  C.  Kirby,  Houston  ^ 
Post,  who  presided,  reported  the  j 
membership  is  now  the  largest  m 
history. 

New  officers  elected  were  L.  E.  Gil¬ 
lett,  Beaumont  Enterprise  and  Jour¬ 
nal,  president;  P.  F.  Fincher,  Austin 
American,  vice-president;  H.  E.  Mur¬ 
phree,  Houston  Chronicle,  secretary- 
treasurer,  and  W.  D.  Wolf,  Wocc 
News  -  Tribune  and  Times  -  Herald  . 
sergeant-at-arms. 

Beaumont  was  selected  as  the  1939 
convention  city. 


Representative — The  Katx  Agency.  Inc. 


Canadian  Circulators 
Veto  ABC  Map  Plan 

The  Ontario-Quebec  Circulation 
Managers  Association  unanimously 
voiced  opposition  to  the  proposed 
ABC  plan  of  reports  at  its  semi-an¬ 
nual  convention  held  Oct.  16-17  at 
Hamilton,  Onl. 

A  paper  prepared  by  W.  J.  J.  Butler, 
advertising  manager,  Toronto  Globe 
and  Mail,  and  read  by  Howard  Mark, 
circulation  manager  of  the  paper,  de¬ 
clared  the  propo.sed  plan  would  show 
nothing  more  than  was  known  at  pres¬ 
ent,  and  that  the  cost  would  be  ex¬ 
cessive  and  would  involve  extra  labor. 
Discussion  which  followed  revealed 
that  those  present  concurred  with 
these  statements. 

Airplane  Deliveries  Too  Costly 
H.  W.  Griffin,  director  of  services, 
Southam  Press.  Toronto,  stated  that 
settlers  in  the  remote  parts  of  Ontario 
and  Quebec,  who  were  serving  in  the 
mining  areas,  were  being  deprived  of 
their  daily  papers  because  of  the  pro¬ 
hibitive  levies  for  airplane  delivery. 
Demand  from  those  affected,  sup- 
the  Dallas  alumni  of  Sigma  Delta  ported  by  officials  interested  in  the 
Chi.  professional  journalism  society,  development  of  the  sparsely  settled 
took  him  to  lunch,  gave  him  a  scroll,  sections,  would  eventually  bring  about 
18  dozen  roses  and  bestowed  on  him  adjustment  of  this  problem,  he  stated, 
the  title  of  Dean  of  American  Jour-  Discrimination  existed,  it  was  said, 
nalism.  when  a  publication  could  be  sent  to  a 

Mr.  Dealey  was  made  an  honorary  foreign  land  cheaper  than  the  same 
member  at  the  1936  convention.  paper  could  be  purchased  in  the  prov- 

The  scroll  was  presented  by  Al-  ince  where  it  is  printed, 
fonso  Johnson,  a  member  of  the  so-  Joseph  E.  Fehrenbach,  Kitchener 
ciety.  (Ont.)  Record,  reported  on  an  elab- 

Mr.  Dealey  joined  the  News  staff  as  orate  reader  survey  which  his  news- 
an  office  boy  sixty-four  years  ago.  He  paper  recently  conducted.  W.  J.  Mc- 
became  bookkeeper,  special  represen-  Cullough,  telegraph  editor,  Hamilton 
tative,  business  manager  and  finally  (Ont.)  Spectator,  pointed  out  that  the 
president.  continual  use  of  eight-column  head- 

In  the  accompanying  picture  Mr.  lines  on  the  front  page  did  not  help 
Johnson  has  just  handed  the  scroll  the  sale  of  newspapers  and  his  paper 
to  Mr.  Dealey  while  C.  F.  Weakley,  used  it  only  on  vitally  important  news, 
president  of  the  Dallas  chapter  of 
Sigma  Delta  Chi  looks  on. 


Dealey  Begins  65th 
Year  on  Dallas  News 

When  G.  B.  Dealey,  president  of  the 
Dallas  Morning  News  began  his  sixty- 
fifth  year  with  the  News  on  Oct  12, 


DU  I  Newburgh-Beacon  Families 
EAT  That  Much  Every  Year  ♦  ♦  ♦  * 


spend  ten  minutes  in  a  (Newburgh-Beacon) 
food  market.  Watch  the  buying  activity.  Listen  to  ring' 
ing  cash  registers.  A  “charge”  sale  is  rare,  because  to  a 
great  extent  food  sales  are  cash  sales.  Advertising  stimu' 
lates  this  business;  keeps  gtKxls  moving  and  augments  the 
merchant’s  buying  power. 

Last  year  focxl  advertisers  spent  $40,000.00  for  space  in 
the  Newburgh'Beacon  News.  Collectively,  they  did  a 
$10,000,000.00  business.  This  means  they  spent  less  than 
1/2  of  1%  to  get  their  proportionate  share. 

To  food  advertising  space  buyers  this  can  mean  but  one 
thing:  The  Newburgh-Beacon  News — giving  a  95%  cover' 
age  in  this  lucrative  market  area— is  a  low  cost  medium 
bringing  immediate  sales  action  and  profit  to  food  adver' 
tisers. 


P'te^e^i/ied 

W  THE  SOUTHWEST 


WLW  "Super-Power" 
Quarrel  Expected 

Washington,  D.  C.,  Oct.  18 — Station 
WLW  at  Cincinnati,  O.,  will  lose  its 
“super- power”  license  if  the  recom¬ 
mendations  of  Commissioners  George 
Henry  Payne,  T.  A.  M.  Craven  and 
Norman  S.  Case  are  accepted  by  their 
colleagues  on  the  Federal  Communi¬ 
cations  Commission. 

Present  forecast  is  that  the  proposal 
will  be  rejected  and  that  the  com¬ 
missioners  will  stage  another  of  the 
“family  fights”  that  have  raged  since 
Frank  R.  McNinch  was  appointed  to 
the  chairmanship  little  more  than  a 
year  ago.  The  chairman  is  under¬ 
stood  to  have  the  support  of  two 
colleagues,  and  may  win  over  another. 

WLW’s  license  permits  operation  of 
the  only  500  kilowatt  station  in  the 
U.  S.  Because  of  its  enormous  broad¬ 
casting  range.  Commissioner  Payne 
contends,  WLW  has  been  able  to 
corner  fat  advertising  contracts.  An¬ 
nual  net  revenues  in  1936  and  1937 
exceeded  $700,000  annually,  a  return 
each  year,  Payne  claims,  of  approx¬ 
imately  70%  of  the  original  property 
investment  in  radio  facilities. 


It  Takes 

3  Super  Markets 
and 

300  Retail  Food  Stores 
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Townsend  Predicts 
Ad  Revival 

continued  from  page  6 

day,  40-hour  week  guild  contract 
basis. 

As  a  concluding  feature  on  Monday 
morning’s  program,  a  panel  discussion 
was  held  on  national  advertising 
problems.  Speakers  included  William 
H.  Moore.  Detroit  News,  who  told  of 
his  pajjer’s  efforts  to  re-establish 
dealer  preference  for  newspapers  in 
the  automotive  fields. 

Wilson  Condict.  St.  Louis  Globe- 
Devxocrat.  sounded  a  responsive  note 
when  he  declared  the  loss  of  black  and 
white  national  linage  can  be  attrib¬ 
uted  partially  to  the  use  of  magazine, 
comic  and  roto  section  advertising 
through  group  buying  by  national 
advertisers.  He  explained  a  method 
used  by  his  paper,  embodying  the 
George  Neustadt  measurements, 
which  allocate  advertising  by  retail 
price  zones.  Thirty  commodities  are 
measured  by  this  method,  designed 
primarily  for  retail  advertiser  guid¬ 
ance,  but  which  can  be  used  in  show¬ 
ing  national  advertisers  the  produc¬ 
tivity  of  newspaper  advertising,  he 
said. 

Trend  from  Automotive  Sections 

W.  F.  Dagon.  Springfield  Illinois 
State  Journal,  raised  the  question  of 
whether  newspapers  should  reinstate 
automotive  sections  in  Sunday  edi¬ 
tions  in  order  to  attract  more  auto¬ 
motive  linage.  Opinion  expressed 
following  Mr.  Dagon’s  remarks  was 
to  the  contrary.  It  was  pointed  out 
the  trend  is  away  from  automotive 
sections  into  the  main  news  section 
of  Sunday  papers. 

Harvey  Young,  Columbus  Dispatch, 
concluded  with  the  suggestion  that 
the  best  way  to  rebuild  national  lin¬ 
age  is  to  correct  errors  that  news¬ 
papers  have  made  in  the  past.  He 
remarked  that  many  publishers  have 
been  “too  ethical”  to  ask  for  busi¬ 
ness.  As  a  remedy  to  declining  au¬ 
tomotive  linage,  he  suggested  the 
ANPA  appoint  a  committee  of  out¬ 
standing  publishers  to  meet  with  the 
Fords.  Sloans  and  Chryslers  and  to 
sell  them  on  the  value  of  returning 
to  the  medium  that  did  much  to 
make  the  automobile  industry  a  suc¬ 
cess  in  the  pioneering  stage  of  the 
motor  car. 

Dean  Kenneth  E.  Olson.  Medill 
School  of  Journalism,  Northwestern 
University,  speaking  at  the  Monday 
luncheon  session,  told  of  inroads  being 
made  to  cripple  advertising  by  anti¬ 
advertising  propaganda  disseminated 
through  college  and  high  school 
classes,  and  through  women’s  organi¬ 
zations.  He  referred  to  the  consumer 
co-operative  movement  and  adde."! 
other  groups,  such  as  the  American 


Association  of  University  Women  and 
parent-teacher  associations,  which 
have  also  taken  an  interest  in  the 
economic  importance  of  advertising. 

“Thoughtful  consumers,  they  say, 
are  impatient  with  the  practice  so 
commonly  followed  of  advertising  all 
products  as  if  they  were  first  quality 
when  from  practical  experience  most 
housewives  know  they  are  not.  In 
truth  they  say  consumers  need  prod¬ 
ucts  of  different  qualities.  And  they 
will  many  times  prefer  a  B  or  C  grade 
because  they  cost  less,  but  they  do  not 
want  to  pay  an  A  price  for  lower 
grades.  Advertising  they  insist  will 
do  well,  especially  during  times  of 
economic  stress  and  for  those  in  lower 
income  groups,  to  consider  the  pos¬ 
sible  advantages  of  advertising  prod¬ 
ucts  more  accurately  as  to  grade  and 
to  let  their  consumers  know  about 
their  B  and  C  grades  as  well  as  their 
A  grades. 

Olson's  Advico  on  Ads 

“I  think  it  is  an  encouraging  sign 
that  in  the  last  year  the  larger  retail¬ 
ers  of  the  country  have  sensed  the 
real  import  of  the  consumer  move¬ 
ment  and  this  genuine  demand  for 
more  information  about  merchandise. 
But  your  newspaper  advertising  staffs 
must  write  copy  and  prepare  layouts 
for  the  great  number  of  your  smaller 
advertisers  who  make  up  some  60*^ 
of  your  total  retail  linage  and  they 
will  have  to  help  these  advertisers  do 
the  new  kind  of  a  job  that  is  de¬ 
manded  of  their  advertising.  They’ll 
have  to  do  the  mental  work  required 
o  determine  what  facts  the  consumer 
needs  in  order  to  choose  commodities 
intelligently.  They’ll  have  to  learn  to 
develop  phrasing  which  can  impart 
this  information  in  a  form  that  can  be 
readily  understood. 

“Perhaps  we’ll  have  to  forget  some 
of  the  things  we  all  learned  about  the 
psychology  of  emotional  appeals  and 
start  giving  our  readers  more  informa¬ 
tion  about  merchandise.  Perhaps  if 
we  can  really  make  them  see  it  and 
feel  it  in  our  copy  we  can  also  make 
them  really  want  it.  It’s  a  hopeful 
sign  that  a  lot  of  our  advertising  has 
really  rolled  up  its  sleeves  and  gone 
to  work.  Some  of  the  most  effective 
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Assignment . . . 

for  any  omployor  on 
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is  that  of  finding  the  RIGHT 
personnel,  especially  when  im¬ 
mediate  action  is  necessary. 

The  solution  is  easy  when  em¬ 
ployers  seeking  top  flight  edi¬ 
torial  or  advertising  men  call  on 
The  Personnel  Bureau  for  as¬ 
sistance. 

The  Personnel  Bureau  main¬ 
tains  complete  records,  includ¬ 
ing  investigated  references  on 
hundreds  of  qualified  men  (with 
new  listings  each  week)  in  all 
parts  of  the  country  wiffi  years 
of  experience. 

Write,  wire  or  telephone  and 
get  the  RIGHT  man,  recom¬ 
mended  on  the  basis  of  your 
exact  requirements. 

THE  PERSONNEL  BUREAU 
of  Si{iM  Delta  Chi 
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advertising  being  written  today  says 
‘here  is  the  way  these  goods  are  made, 
this  is  the  price  and  this  is  the  service 
you  can  reasonably  expect.’  ” 

Harlow  Roberts,  formerly  advertis¬ 
ing  manager  of  Pepsodent  Company 
and  more  recently  sales  manager  of 
the  Purity  bakery  chain,  evaluated 
newspaper  advertising  as  an  adver¬ 
tiser  sees  it.  He  decried  competitive 
selling  methods  of  newspapers  that 
often  leave  an  advertiser  bewildered. 
He  told  how  he  translated  newspap>er 
advertising  into  the  advertiser’s  lan¬ 
guage  by  showing  him  the  low  cost 
per  circulation  unit.  He  also  spoke  in 
favor  of  a  frequency  rate  or  discount 
that  will  make  it  more  attractive  for 
the  national  advertiser  to  use  news¬ 
paper  space. 

Newspaper  Preference  Program 

Ralph  Rockwood,  newspaper  repre¬ 
sentative,  told  of  the  Booth  News¬ 
papers’  dealer  educational  program 
that  tends  to  make  the  dealer  so  con¬ 
scious  of  the  productivity  of  news¬ 
papers  that  he  will  register  his  pref¬ 
erence  for  that  medium  whenever  the 
occasion  arises. 

W.  W.  Watson,  San  Antonio  Ex¬ 
press,  told  of  practical  methods  used 
by  his  paper  to  increase  certain  classi¬ 


fications  in  department  store  advertis¬ 
ing  and  to  educate  the  department 
store  on  the  value  of  Sunday  paper 
as  an  advertising  medium.  He  ex¬ 
pressed  his  conviction  in  long-estab 
lished  fundamentals  of  selling  news 
paper  space  in  contrast  with  some  of 
the  so-called  “modern  gadgets”  and 
scientific  theories.  He  also  questioned 
the  wisdom  of  long-range  programs, 
declaring  they  smacked  of  “defeat¬ 
ism.”  The  latter  reference  brought 
forth  a  stout  rebuttal  from  Frank 
Tripp,  Gannett  Newspapers,  who  vig¬ 
orously  dissented.  He  asserted  that 
“oratory  won’t  sell  advertising  today.” 
He  said  modern  scientific  methods 
must  be  used  to  impress  advertisers 
today,  declaring  that  everything  “I 
have  ever  used  in  newspaper  sell¬ 
ing  has  changed  except  the  agate 
rule.” 

C.  M.  Campbell,  Chicago  Tribune, 
delivered  a  comprehensive  talk  on 
building  a  sales  force,  outlining 
methods  used  by  the  Tribune.  He 
said  any  sound  program  of  training 
good  salesmen  is  dependent  upon 
policies  of  the  management;  ability 
of  executives  on  the  paper;  careful 
selection  of  men;  and  an  organized 
plan  of  training  a  staff. 


Why  Not  Try 
Advertising! 


Very  few  of  the  men  who  make  ready-to-wear  clothing  wear 
ready-to-wear  clothing. 

Their  products  are  good  enough  to  sell  to  others,  but  not  good 
enough  for  them  to  use. 

Few  patent  medicine  manufacturers  ever  use  any  of  the  reme¬ 
dies  they  fix  for  other  people  to  take. 

There  are  many  newspaper  publishers  who  sell  advertising 
space  who  do  not  use  advertising  space. 

They  seem  to  think  that  it  is  good  enough  for  the  other  fellow, 
but  a  mighty  poor  thing  for  them  to  spend  real  money  for. 

They  seemingly  show  a  lack  of  faith  in  their  own  product. 

What  kind  of  a  newspaper  man  are  you?  Do  you  believe  in 
your  own  product?  Do  you  think  that  you  are  doing  the  right 
thing  in  getting  people  to  spend  money  for  advertising?  Do  you 
believe  in  it? 

You  surely  should  have  enough  faith  in  your  own  prescription 
to  take  it  yourself. 

You  argue  that  your  publication  reaches  a  certain  class  of 
people,  and  you  show  a  merchant  or  a  manufacturer  that  it  is 
good  business  to  reach  those  people  through  the  columns  of  your 
newspaper. 

You  have  space  to  sell  to  the  class  of  people  who  read  the 
EDITOR  AND  PUBLISHER.  You  have  something  to  place  be¬ 
fore  them. 

Do  as  you  urge  others  to  do!  Take  space  in  the  EDITOR 
AND  PUBLISHER  and  show  advertisers  that  you  believe  in 
what  you  preach.  It  is  good  psychology.  It  is  logical. 

It  is  effective  solicitation.  It  keeps  your  newspaper  before  the 
people  you  want  to  reach,  and  it  keeps  it  there  all  the  time.  It 
is  good  business. 

Obviously  it  would  be  good  business,  also,  in  this  period  of 
stress  and  strain,  to  concentrate  your  story  in  the  publication 
that  has  the  newspaper  atmosphere — to  make  a  good  showing  in 
display  in  one  publication  rather  than  by  spreading  it  too  thinly 
in  many  publications. 

An  advertisement  this  size  in  EDITOR  AND  PUBLISHER 
represents  a  weekly  investment  of  $76.04  assuring  a  coverage  of 
advertisers  and  advertising  agencies  wluch  last  year  spent 
approximately  $191,000,000.00  in  national  newspaper  advertising. 

The  power  of  advertising  in  EDITOR  AND  PUBLISHER, 
backed  by  good  character,  good  service  and  good  merchandise 
will  increase  your  volume  of  national  or  general  advertising  and 
help  greatly  to  start  the  wheels  of  recovery  spinning. 

EDITOR  AND  PEDLISHER 

The  Newspaper  Advocate 

1700  Times  Building  New  York,  N.  Y. 
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HOW  NEWSPAPER 

ADVERTISING  WORKS 


Each  week  an  advartising  claulfication  will  be  analyxad  in 
these  columns.  Since  practically  all  advertising  finelly  centers 
on  a  retail  outlet,  these  studies  should  be  of  equal  interest 
to  national  as  well  as  local  advertisers. 


market,  he  adopts  the  simple  device 
of  using  his  local  paper  three  times  a 
week.  Sooner  or  later,  his  name  is 
going  to  be  associated  in  the  minds 
of  all  the  readers  of  that  paper  as  a 
man  who  knows  something  about 
heating. 


Interview  No.  2 


By  FRANK  E.  FEHLMAN 


No.  88.  What  2  Heating  Contractors  Had  to  Say 


DURING  THE  WEEK  of  Sept.  12-17, 
inclusive,  the  “How  Newspaper  Ad¬ 
vertising  Works”  man  had  the  good 
fortune  to  spend  five  days  out  in  the 
territory  with  an  official  of  the  dealer 
franchise  department  of  the  William¬ 
son  Heater  Company  of  Cincinnati, 
Ohio.  Eight  of  this  company’s  dealers 
were  visited  in  markets  ranging  from 
5,000  to  over  600,000. 

Many  impressions  were  gained — 
many  entirely  new  ideas  of  selling 
uncovered,  and  we  returned  to  New 
York  with  a  much  better  understand¬ 
ing  of  how  newspapers  work,  and  why 
so  many  retailers  keep  pounding  away 
—year  in  and  year  out — using  daily 
newspapers  almost  exclusively  to 
build  their  various  businesses. 


are  going  to  stay  in  business  and  if 
you  want  to  establish  yourself  as  the 
best  dealer  in  your  line,  you  must, 
sooner  or  later,  settle  down  to  a  long 
haul  program.  As  you  know,  I  am 
running  advertising  in  my  town,  uising 
three  advertisements  each  week,  and 
I  have  enough  evidence  now  to  con¬ 
vince  me  that  the  only  way  to  win 
new  customers  and  establish  yourself 
in  any  community  is  to  run  some  ad¬ 
vertising  often  in  a  daily  newspaper. 
This  may  not  be  the  answer  that  you 
are  looking  for  but  that’s  what  I  think 
of  advertising.” 


About  Their  Copy 

IN  EACH  TOWN  a  stop  was  made  at 

the  local  and  national  advertising 
manager’s  office  where  a  careful  check 
was  made  of  all  local  ads  and  the  few 
national  ads  that  were  in  the  paper. 
Two  things  stood  out.  Most  of  the 
local  copy  was  written  by  local  sales¬ 
men.  Much  of  the  copy  appeared 
without  specific  articles  and  prices  or 
a  range  of  prices. 

When  asked  why  so  much  of  the 
copy  appeared  without  prices — ex¬ 
clude  from  this  statement  grocery 
ads  and  department  store  ads — the 
answer  usually  was  “Oh,  they  have  a 
good  stock  of  merchandise — besides 
it’s  a  job  to  dig  up  items  and  prices. 
We  have  a  rather  small  staff  for  a 
paper  our  size.” 

Which  gives  us  a  good  excuse  to 
again  emphasize  the  importance  of  al¬ 
ways  listing  in  newspaper  ads — large 
or  small — the  price  of  an  item  or  a 
price  range.  Newspapers  daily  are 
penalized  on  results,  simply  becaiise 
the  salesman  handling  an  account 
does  not  insist  on  prices  of  items  or 
price  ranges. 


L 


Observations  oi  Two 
Furnace  Men 

IT  WOULD  REQUIRE  a  good  many 

thousand  words  to  give  a  complete 
and  accurate  report  of  the  various  in¬ 
terviews  that  were  held  with  the  ad¬ 
vertising  managers  of  the  papers  we 
visited  and  the  dealers  we  called  on. 
Two  interviews,  however,  were  so 
illuminating  and  constructive  that  we 
are  taking  the  liberty  of  reporting 
them  in  detail.  Each  dealer  was 
asked  this  question: — “What  do  you 
think  of  newspaper  advertising?” 
Here  is  the  answer  of  R.  C.  Gillig  of 
Fostoria,  Ohio: 

“Living  in  a  small  city,  as  I  do,  and 
being  rather  busy  most  of  the  time 
with  customers  and  prospects,  I  don't 
have  a  great  deal  of  time  to  study 
anything  outside  of  my  own  business 
but  here’s  one  thing  that  I  have  ob¬ 
served  over  the  years.  Most  concerns 
who  advertise  today  started  in  a  very 
small  way  somewhere  and  most  of 
them  started  with  newspapers.  1 
don’t  believe  any  advertising  works 
quickly  unless  you  have  a  bargain 
and  if  you  have  a  bargain  you  might 
find  the  classified  sections  of  a  pap)er 
would  move  the  article  or  articles 
about  as  quickly  as  anything.  If  you 


"Is  That  All  There  Is  to  It?" 

NINE  OUT  OF  TEN  local  merchants 

and  small  manufacturers  who  are 
seeking  advice  about  how  to  start  ad¬ 
vertising  their  own  merchandise  and 
services  invariably  will  say  when  they 
read  or  hear  such  a  statement,  “Is  that 
all  there  is  to  it?”  and  when  you  tell 
them  that  this  formula  is  the  founda¬ 
tion  of  all  successful  advertising,  many 
discount  what  you  have  told  them.  At 
least,  that  has  been  our  exjjerience. 

Consumers  in  the  market  for  re¬ 
frigerators,  new  roofs,  major  repairs 
on  their  houses,  a  new  bathroom,  a 
furnace  or  a  washing  machine,  do  not 
rush  down  to  a  store  and  pick  out  one 
of  these  items  the  way  they  buy  cof¬ 
fee,  cigarettes  or  chewing  gum.  Prac¬ 
tically  all  of  these  items  will  require 
some  service  at  some  time  and  the 
furnace  dealer  who  installs  a  furnace 
knows  that  his  new  customer  is  going 
to  watch  coal  consumption,  gas  con- 
.sumption  or  oil  consumption.  He 
knows  that  the  new  customer  is  going 
to  be  very  critical  of  how  the  heating 
plant  operates  in  the  cold  weather. 
He  knows  that  the  easiest  way  to  sell 
the  neighbor  of  his  new  customer,  is 
to  be  dead  sure  that  the  installation 
is  as  near  100%  as  possible. 

Mr.  Gillig’s  understanding  of  ad¬ 
vertising  and  newspaper  advertising, 
in  particular,  is,  to  our  way  of  think¬ 
ing,  about  as  good  as  anything  we 
have  ever  heard.  He  believes — and 
rightly  so — that  he  is  going  to  be 
judged  by  his  work  and  the  products 
he  sells;  but  to  be  sure  that  he  reaches 
all  of  the  available  prospects  in  his 


IN  FREMONT,  OHIO,  two  brothers, 
Floyd  and  Joseoh  Chaney,  served  a 
long  apprenticeship  as  furnace  in¬ 
stallers.  'They  worked  for  a  large 
company  and  developed  a  technique 
of  installation  of  heating  olants  that 
will  compare  favorably  with  the  tech¬ 
nique  of  any  surgeon  who  specializes 
in  eye  operations,  or  chemist  who  is 
considered  an  authority  on  dyes.  ' 
Last  spring  they  decided  that  one 
of  the  easiest  ways  to  acouaint  the 
people  of  Fremont  with  their  services 
was  to  run  some  little  advertisements 
in  their  local  paper  two  or  three  times 
a  week.  About  20%  of  their  total 
business  is  repair  work.  They  are 
called  in  to  look  at  sick  heating 
plants,  to  re-set  furnaces,  to  clean 
them,  advise  home  owners  about 
changes  in  their  flues  and  a  hundred 
and  one  other  things  that  help  to 
make  a  heating  plant  operate  econom¬ 
ically  and  successfully.  We  are  not 
at  liberty  to  quote  their  sales  volume 
nor  their  increases  but  these  two  men. 
starting  with  nothing  but  an  idea  and 
a  thorough  understanding  of  the  fun¬ 
damentals  of  heating  a  home,  have  de¬ 
veloped  for  themselves  one  of  the 
finest  businesses  of  its  kind  that  we 
have  ever  seen,  and  they  have  now 
committed  themselves  to  the  use  of 
a  daily  newspaper,  believing  that  they 
can  reach  more  prospects  more  often 
at  a  lower  cost  than  by  using  any 
other  advertising  medium. 


prospects  are  not  advertising-minded, 
they  do  not  have  facilities  for  pre¬ 
paring  copy,  they  need  help,  counsel 
and  constant  service,  but  once  started 
they  are  hard  to  “kill.”  To  obtain  the 
prosp>ects,  all  one  needs  is  the  classi¬ 
fied  telephone  directory  in  any  city. 
Start  with  lumber  yards  and  heating 
contractors.  From  them  you  can 
spread  to  every  other  business  that 
sells  materials  used  in  repairing  or  in 
building  any  structure  in  any  city. 

Success  stories  built  in  this  classi¬ 
fication  make  perfect  ammunition  for 
national  representatives  who  are  con¬ 
stantly  soliciting  refrigerator  manu¬ 
facturers,  radio  manufacturers,  piano 
manufacturers,  vacuum  cleaning 
manufacturers,  roofing,  steam  heating, 
air  conditioning  or  paint  manufac¬ 
turers. 


Advises  Percentage  of 
Gross  Sales  for  Ads 


Scott 


Magazine  Reels 

with 

Jones  Automatic 
Tension  Governor 


excel  all  other  paper 
feeds  in  performance 


Send  for  Booklet 


Walter  Scott  &  Co. 

PLAINFIELD,  N.  J. 


When  Will  the  Building 
Boom  Start? 


HUNDREDS  of  manufacturers  who 
supply  materials  for  the  building 
of  homes  have  asked  this  question 
every  day  for  the  last  five  years. 
U.  S.  Government  statistics,  state  sta¬ 
tistics,  city  statistics  all  prove  that  we 
are  far  behind  in  our  building  pro¬ 
gram.  Local  advertising  departments 
who  seek  new  revenue  from  a  classi¬ 
fication  of  advertisers  that  have  al¬ 
ways  been  somewhat  backward, 
should  immediately  analyze  every 
supplier  of  materials  used  in  homes, 
churches,  school  houses,  and  office 
buildings.  Nine  out  of  ten  of  these 


Trenton,  N.  J.,  Oct.  17 — Increased 
and  regular  advertising  by  New  Jer¬ 
sey  business  and  industry  was  ad¬ 
vocated  by  Rufus  C.  Maddux,  man¬ 
aging  director  of  the  New  Jersey 
Council,  in  an  address  Oct  14  before 
the  sales  and  advertising  division  of 
the  Trenton  Chamber  of  Commerce. 

Declaring  advertising  no  longer  is 
considered  an  expediture,  but  an  in¬ 
vestment,  Maddux  urged  New  Jersey 
advertisers  to  adopt  a  definite  adver¬ 
tising  policy  to  insure  a  maximum 
return  from  their  investment. 

“Every  advertiser,”  he  said,  “should 
determine  what  percentage  of  gross 
sales  he  is  justified  in  spending  for 
advertising,  and  stick  to  this  per¬ 
centage  year  in  and  year  out,  through 
depression  and  prosperity.  Nothing 
can  take  the  place  of  continuity  and 
regularity  in  advertising.  Adherence 
to  a  definite  advertising  policy  has 
proven  profitable  to  most  of  our  na¬ 
tionally  known  advertisers.  It  is  my 
belief  the  peaks  and  valleys  of  the 
business  cycle  can  be  greatly  smoothed 
out  by  acceptance  of  this  basic  ad¬ 
vertising  formula.” 


SPECIALS  APPOINTED 

The  following  special  representatives 
have  been  appointed:  Vicksburg 
(Miss.)  Herald  and  the  Vicksburg 
(Miss.)  Post,  Mid-South  Dailies; 
New  Bern  (N.  C.)  Tribune,  Thomas  F. 
Clark  Company,  Inc.;  Athens  (Tenn.) 
Post- Athenian,  Frost  Landis  Com¬ 
pany;  McMinnville  (Ore.)  Telephone 
Rciiister,  Fenger-Hall  Co.,  Ltd. 
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Dailies  to  Reap  Benefits 
Of  Camera  Popularity 


MANY  TIMES  we  have  been  asked  If  camera  field.  The  writer  has  been  in¬ 
interest  in  pictures  is  increasing  or  formed  as  to  the  concerns  which  will 
if  it  has  reached  the  saturation  point,  engage  in  photographic  activities  but 
The  answer  is  obvious.  In  last  week’s  prefers  to  withhold  such  names  until 
issue  we  reported  the  photographic  the  reports  become  facts, 
achievements  of  the  Middletown  The  time  is  not  far  distant  when  a 
(N.  Y.)  Times-Herald,  but  our  in-  newspaper  which  does  not  devote 
formation  leads  us  to  believe  that  enough  space  to  local  and  other  pic- 
there  will  be  an  even  greater  demand  turization  of  the  news,  will  be  a  de¬ 
fer  more  pictures  than  ever.  cided  back  number. 

How  do  we  arrive  at  this  conclusion? 

One  way  of  approaching  the  subject  Unique  Poses  Featured 
is  to  analyize  the  camera  manufac-  qGDEN  (UTAH)  Standard- 

tunng  business.  The  inore  cameras  Examiner  has  increased  its  “photo 
scld  the  more  pot^tial  pic  ure-  replete  with 

minded  readers  created.  In  fact  the  spot-news  interest  by 

camera  manufacturers  are  teaching  „ 

,,  ...  featuring  unique  poses  of  its  camera- 

the  very  young  to  appreciate  the 

meaning  of  pictures.  This  propa-  ^or  example,  human  interest  “photo 
ganda  is  not  meant  for  the  bene-  immediately 

fit  of  newspapers  or  ^gazines.  telephoned  to  the  paper  following  the 
It  IS  solely  a  matter  of  dollar  profit,  appearance  of  the  novel  portr^t  of 
However,  it  serves  a  ^^e  which  j^alph  Forney,  staff  photographer,  in 
could  in  no  manner  he  harmful  to  ^  with  one  eye  closed  Ld  the 

either  layman  or  professional,  and  open-illustrating  the 

one  thing  is  certain,  the  newspapers  __:_t. 

will  eventually  benefit  by  such  edu-  KEEPING  HIS  EYE  PEELED  FOR 
Cdtionsl  work.  PHOTO  TIPS 

Camera  Fever  Rising  Readers  of  the  paper  immediately 

One  may  inquire  as  to  what  is  opened  their  eyes  and  calls  came  intc 
meant  by  teaching  the  very  young  the  paper — and  pictures  increased 
to  become  picture-minded.  We  are  10%.  The  paper  claims  it  scooped 
advised  that  one  camera  firm  sold  others  in  the  territory  on  novel  pic- 
more  than  6,000,000  cameras  in  the  tures. 

last  four  years  in  a  price  range  of  Of  course,  there  is  a  reward  foi 
less  than  a  dollar  each,  and  that  most  photo-tips  —  the  Standard-Examinei 
of  these  boxes  went  to  youngsters,  offers  $1  for  each  spot-news,  oddity 
If  this  one  concern  sold  that  many  or  human  interest  picture  “tippec 
cameras  surely  the  larger  manufac-  off’’  to  the  photographer  by  readers, 
turing  outfits  must  have  done  a  com-  A  good  “photo  tip”  is  worth  consid- 
parable  business.  erably  more  than  $1  to  the  paper 

However,  the  fever  for  cameras  and  the  idea  is  paying  big  dividend: 
must  still  be  on  the  rise.  The  evi-  in  the  way  of  increased  reader  in- 
dence  is  based  upon  some  facts  and  terest,  subscribers  and  patronage,  say 
some  rumors.  One  camera  firm  has  Glen  Perrins,  managing  editor.  As  i 
just  placed  an  order  for  100,000  cam-  result  the  paper  is  replete  with  photo- 
eras  to  market  for  about  $5.95.  This  graphs,  “first”  pictures  in  the  ter 


NEWS  PHOTOG  FLEES  STEER  AT  RODEO 

At  the  current  Rodeo  in  Madison  Square  Garden,  New  York,  this  Brahma  bull  rushed 
from  its  pen  riderless  and  charged  at  a  newspaper  photographer  in  the  arena.  The 
photographer,  H.  Abrahams,  Fox  Photos,  London,  had  a  split  second  lead  and  his 
precipitant  flight  was  caught  by  a  Movietone  News  cameraman.  Abrahams  dodged 
the  wild  steer  with  nimble  footwork  and  escapad  unhurt.  His  flash  exploded  as  he  fled. 


21  COLUMNS  ON  OPERA 


.  .  Of  the  50  newspapers 
leading  in  advertising  lin¬ 
age  for  1937,  as  reported 
by  Media  Records  Inc. 

This  fact  speaks  for  itself —a  majority 
of  the  leading  newspapers  have  found 
the  Standard  Advertising  Register 
offers  the  most  accurate  and  com¬ 
plete  service.  Let  it  serve  you  also. 

Write  Our  Nearest  Office 


to  fit  every  news  need 

For  every  lighting  condition 
you  encounter,  and  every 
lighting  difficulty  you  face, 
there’s  a  G-E  MAZDA  Photo- 
fiash  lamp  that  will  help  you 
get  better  pictures.  For  syn¬ 
chronized  flash  shots. ..for 
special  close-ups . . .  for  extra 
carrying  power . . .  for  color . . . 
there’s  a  flash  bulb  made  by 
G-E.  Ask  us  about  them.  Dept. 
166  EP,  General  Electric  Co., 
Nela  Park,  Cleveland,  Ohio. 

GENERAL  @  ELECTRIC 
MAZDA  PHOTO  LAMPS 


NATIONAL  REGISTER  PUB.  CO- 

330  West  42nd  St  333  North  Michigan  Aw 
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Ews paper  news 


for  OCTOBER  22,  1938 

Connolly  Calls  Catholics 
To  Fight  Intolerance 

Hearst  Executive  Makes  Earnest  Plea  to  Editors 
At  Eucharistic  Congress  for  Crusade  Against 
"All  Who  Suffer  Persecution" 


materialism  with  promises  of  Utopia,  cars  at  Dearborn.  It  is  expected  that 
"What  kind  of  Utopia  the  Commu-  with  the  announcement  of  a  com- 
nists  have  in  mind  we  have  been  able  plete  line  of  cars — five  lines  of  models 
to  observe  in  Soviet  Russia  with  its  ranging  from  the  Ford  to  the  Lincoln 

rising  crescendo  of  mass  murder,  its  — the  newspaper  advertising  of  Ford 

reign  of  terror,  its  long  list  of  de-  will  be  unusually  large  in  1939. 

grading  crimes  against  humanity  and  The  Ford  announcement  date  is  set 
against  all  of  the  highest  ideals  of  for  early  in  November  and  the  an- 
civilized  man.  nouncement  advertising  will  be  placed 

"The  time  to  fight  in  America  is  through  N.  W.  Ayer  &  Son. 
fiow.”  The  announcement  on  Dodge  cars 

Mr.  Connolly,  a  prominent  Catholic  will  be  made  the  week  of  Oct.  23.  Or- 

layman,  is  a  member  of  the  Cardinal  ders  have  been  going  forward  from 

IN  A  PLEA  for  an  unrelenting  battle  "The  cries  of  fleeing  Jewish  children  Hayes  Catholic  Charities  Committee  the  Ruthrauff  &  Ryan  agency  cover- 

against  all  forms  of  intolerance,  nineteen  hundred  years  after  the  time  of  the  Laity,  composed  of  100  of  the  ing  the  announcement  of  the  new  line 

Joseph  V.  Connolly,  general  manager  of  Herod  must,  in  the  name  of  Christ,  most  prominent  New  York  Catholic  as  the  dealers  get  cars 

_ _ the  Hearst  be  answered  now  by  Catholic  press  laymen,  and  of  the  Holy  Name  All  of  Detroit  and  the  automobile 

g  Newspapers,  ad-  and  Catholic  action  and  Cathohc  force  Society.  industry  is  in  the  midst  of  a  rush  for 

dressing  he  and  ^wer  of  every  kind,  he  con-  -  'the  new  models.  A  4,000,000  car  year 

\  Stt  tL^N^  On  his  flight  from  the  west  coast  OldSITlOblle  tO  is  promised  for  1939,  and  a  4,000,000 

eri  g  ar  r  o  a  n  s  ngnt  trom  me  west  coast,  n^ga^is  plenty  of  newspaper 

I  tional  Eucharis-  where  he  boarded  a  plane  to  accept  tt  n  npr|  advertising. 

P  tic  Congress  in  the  invitation  to  address  the  Eucharis-  w  ot?  0«0UU  h 

New  Orleans  tic  Congress,  the  Hearst  executive  said  __  RANT? 

Oct.  18,  urged  he  came  to  one  idea  “that  might  sink  n  ^ 

Catholic  forces  into  the  hearts  and  minds  of  thinking  Pennsylvania  Company,  Phila- 

throughout  the  newspapermen  and  thinking  Catholic  Nov*  Woot 

world  to  ]oin  in  journalists: 
a  “crusade  in  de-  gent  Amer 
-  fense  of  all  those  shalled  no 


public  opinion  be  mar-  .  .  .  Ford  Announcement  paign  in  four  local  papers,  the  Bul- 
o  rededicate  this  great  ^  November 

ours  to  the  principles  of  i^iovemoer  First  ad  this  week  was  captioned.  Do 

lorn  and  tolerance  upon  By  HIL  F.  BEST  Banks  Want  to  !^nd  Money?  Ob- 

refathers  founded  these  jectives  of  the  advertising,  according 

Detroit,  Oct.  19 — The  story  of  the  to  Fulton  Kurtz,  president,  are  to  fa- 
Heiahtent  Danaer  three  new  Oldsmobile  lines  for  1939  miliarize  the  public  with  the  true 

■  t  u  w  ^  "'iii  carried  to  the  motoring  pub-  functions  of  banking.  Ivey  &  Elling- 

iista  e.  We  are  in  dan-  largely  through  the  advertising  col-  ton,  Inc.,  Philadelphia,  is  handling  the 
mistake  We  are  multi-  American  newspapers,  ac-  account, 

ments  of  danger,  by  our  y  c.  Havens,  advertising 

Dur  ^Ifishness,  and  by  The  Olds  schedule  which  NO  SUN,  PAPER  FREE 

^  Ignorance.  week  of  Oct.  23  is  a  sizeable  For  the  10th  time  in  28  years,  the 

it  the  Catholic  forces  o.,  r>  ■  t  j 

le  world  todav  should  Petersburg  (Fla.)  Evening  Inde¬ 
crusade  in  defense  of  “We  have  booked  an  advertising  pendent  on  Oct.  14  was  distributed 

fpr  nprsppiitinn  Tpw  nd  Schedule,  of  course,  in  the  key  week-  free  the  second  day  in  succession.  The 

‘  I  say  that  if  the  Chris  monthly  magazines,’’  Havens  paper  marked  the  131st  free  issue 

e,  warned  of  the  diabol-  ^  P^^blisher, 

behind  Nazi  and  Com-  Pi’*ncipal  reliance  for  adver-  instituted  his  offer  to  give  away  the 

cutions  had  acted  as  filing  coverage  upon  the  daily  and  daily’s  home  edition  when  the  sun 

I  fought  for  the  protec-  weekly  newspapers.’’  fails  to  shine  before  press  time. 

?rsecuted  of  any  creed.  Using  3,300  Papers 

d  not  now  burn  a  cruci-  “According  to  present  plans,  Olds- 
il  Innitzer’s  palace,  im-  mobile  advertising  will  appear  in 
it  priests  and  nuns,  de-  3,300  American  newspapers  during  the 
p  and  drive  little  Cath-  1939  model  year.  This  is  approxi- 
rom  their  schools.’’  mately  the  same  number  of  news- 

y  referred  to  the  recent  papers  used  by  Oldsmobile  during  the 
:  of  violence  in  Vienna  1933  model  year  just  ended.  We  have 
t.  8  Nazi  crowds  stoned  given  particular  attention  during  the 
■  damaged  Vienna’s  his-  gj^  months  to  the  selection  of 

len’s  Cathedral,  bringing  advertising  media— taking  into  con- 
le  dormant  conflict  be-  sideration  both  our  own  findings  and 
atholic  church  and  the  those  of  our  dealers.  As  a  result,  we 
.  have  decided  again  on  newspapers  as 

ous  doctrines  of  present-  backbone  of  news  dissemination 

spawned  in  Soviet  Pus-  America  today.’’ 
ed  the  natural  religious  radio  plans  have  been  set  up 

.hat  country  of  ptholic,  Qj^g  this  writing. 

-mi  alike,  Mr.  Con-  j  p  Davis  of  the  Ford  Motor  Com- 
The  cadaverous  specter  j^^g  igsued  invitations  to  news- 

vith  Its  murderous  phil-  the  press  preview 

5S  hatred,  has  an  msidi-  24  of  the  new  Mercury  car,  the 

of  cloaking  its  greedy  y_g  the  Ford  V-8  Deluxe 


The  Newspaper  too 
Got  its  Pep  Talk 


Not  from  a  football  coach,  but 
from  the  manager  who  insisted 
that  Saturday’s  football  special 
must  be  on  all  corners  ahead 
of  competition. 

“That’s  all  right,”  said  the 
Stereo  Foreman,  “but  how 
about  those  mats  I  asked  for? 
If  I  am  going  to  break  any 
speed  records,  I  got  to  have 
Certifieds.  They  make  good 
first  casts.” 
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NEWSPAPER  PROMOTION 
REVIEW 


Minneapolis  Goal 
ALTHOUGH  newspapers  make  liberal 
use  of  cartoons  in  their  promotion, 
we  don’t  recall  ever  seeing  a  promo¬ 
tion  cartoon  on  page  one  until  the 
Minneapolis  Star  used  one  to  an¬ 
nounce  the  fact  that  its  circulation 
had  gone  over  the  150,000  mark. 

With  the  season  as  inspiration,  the 
cartoon  showed  the  Star  as  a  husky 
football  player  kicking  the  “150,000 
Circulation”  ball  over  the  goal.  A 
novel  idea  for  ordinarily  uninspired 
circulation  announcements. 

The  Star  also  devoted  a  full  page 
recently  to  reproducing  an  article 
about  itself  from  the  English  publica¬ 
tion,  Printing.  The  piece  concerned 
the  Star’s  experiments  in  make-up, 
suggesting  that  they  are  “worth 
watching.” 

Washington  Catalogue 

A  NOVEL  and  effective  adaptation  of 
the  catalogue  idea  is  being  used  by 
the  Washington  Post  for  circulation 
promotion.  The  ptaper  is  distributing 
a  20-page  newspaper  section  which 
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Morf  aod  tiorc  M«-n  and  %  omen  Ha»r 
Found  Thai  Thr  a»liin^liia  l‘o»t 
la  Oulalandinii— In  Nett*  Cutfrajir. 
Editorials,  Coluinnists.  Sports,  t^tniirs. 
I’U-luri’se^ll  umrn's  IVaturos.  Ent<-rtaiiiuu-nt 


shows  prospective  readers  what  they 
will  find  in  its  columns  daily  and 
Sunday. 

Every  department  and  feature  in 
the  paper  is  “sampled.”  With  these 
“samples”  are  published  promotional 
paragraphs  giving  background  and  ex¬ 
planation  of  the  feature  or  depart¬ 
ment,  and  something  about  its  author. 
The  section  is  indexed  so  that  the 
reader  can  find  quickly  what  he  wants 
to  know  about  the  Post. 

It  occurs  to  us  that  a  “catalogue” 
of  this  kind  should  prove  useful  to 
advertising  salesmen  and  perhaps  for 
advertising  promotion  as  well  as  cir¬ 
culation  promotion. 

Police  Record 

THE  Record  Newspapers  of  Troy, 

N.  Y.,  are  sending  out  an  interesting 
pamphlet  which  tells  the  story  of  the 
New  York  State  Police.  It  was  writ¬ 
ten  by  Dr.  George  F.  Chandler,  found¬ 
er  of  the  state  police  and  for  some 
years  their  head.  Troy  is  the  seat  of 
one  of  the  state  police  barracks  and 
the  home  of  the  police  school.  It  has, 
therefore,  a  closer  interest  than  many 
newspapers  in  the  state  troop>ers.  A 
copy  of  the  piamphlet,  which  has  real 
historical  value,  has  been  sent  to 
every  troop)er  in  the  state. 

In  Dutch 

NEWSPAPER  PROMO’nON  is  mak¬ 
ing  strides  in  Holland,  too.  Three 
years  ago,  the  Dutch  Newspap>er  Pub¬ 
lishers’  Association  set  up  in  Amster¬ 


dam  a  central  bureau  to  promote  ad¬ 
vertising  in  Dutch  daily  newspapers. 
’There  comes  in  the  mail  this  week  a 
splendid  series  of  advertisements  pre¬ 
pared  by  the  Bureau  which  would  do 
credit  to  any  promotion  organization 
anywhere.  The  campaign  is  built 
around  the  fables  of  La  Fontaine. 
Wood  cuts  by  Gustave  Dore  are  em¬ 
ployed  for  illustrations.  This  is  a 
copy  and  art  combination  hard  to 
beat.  The  campaign,  reports  C.  J.  A. 
Slewe,  Bureau  director,  is  app>earing 
in  some  90  Dutch  newspap)ers. 

Holyoke  and  Hopewell 

TWO  PIECES  come  to  hand  this  week 

that  are  unusual  examples  of  inter¬ 
esting  and  impressive  promotion  by 
smaller  newspapers. 

“Eyes  on  Holyoke,”  sent  out  by  the 
Holyoke  (Mass.)  Daily  Transcript, 
tells  the  story  of  the  Holyoke  market. 
There  is  enough  statistical  matter  in 
this  to  satisfy  the  most  curious  space- 
buyer.  Yet  it  is  skilfully  woven  into 
the  text  rather  than  being  displayed 
in  charts  and  tables,  although  there 
are  one  or  two  of  these,  too.  The 
booklet  is  replete  with  pictures  of 
Holyoke  folks  in  their  homes,  at  play 
and  at  work.  It  is  9x12  inches,  con¬ 
venient  for  filing.  Reproduced  in  off¬ 
set,  it  is  an  attractive  job. 

The  Hopewell  (Va.)  News  sends  out 
a  standard  market  folder  containing 
complete  information  about  itself,  its 
trading  area  and  its  market.  “So  far 
as  we  know,”  writes  A.  Robbins,  edi¬ 
tor  and  publisher,  “this  is  the  first 
standard  market  data  book  issued  by 
a  small  non -metropolitan  newspaper 
in  the  weekly  or  semi- weekly  field. 
(The  News  is  a  semi-weekly.)  Also, 
so  far  as  we  know,  the  reader  and 
consumer  surveys  mentioned  in  it  are 
the  first  such  comprehensive  surveys 
undertaken  by  a  weekly  or  semi- 
weekly  newspaper.”  Whether  this  is 
so  or  not,  the  News  has  done  a  good 
job. 

For  Employes 

THIS  STRIKES  US  as  an  excellent 

idea.  The  Phoenix  (Ariz.)  Republic 
and  Gazette  are  now  including  their 
693  employes  in  all  promotion  mail¬ 
ings.  The  promotion  is  sent  to  the 
employe’s  home,  along  with  a  letter 
from  the  management.  This  should  be 
an  effective  means  of  improving  and 
maintaining  cordial  employe-employ¬ 
er  relations. 

The  latest  piece  thus  sent  out  is  a 
picture  booklet  called  “Your  News¬ 
papers.”  About  5x8  inches  in  size,  it 


WOOD  FLONG  CORP. 


HOOSICK  FALLS,  NEW  YORK 


pictures  every  department  of  the 
newspapers  at  work.  The  booklet  is 
distributed  to  visitors  to  the  news¬ 
paper  plant  and  contains  interesting 
data  on  the  Republic  and  Gazette, 
both  historical  and  statistical.  A  well- 
done  job. 

King  Cotton 

IT  TAKES  a  little  Government  price¬ 
pegging  to  keep  him  on  his  throne 
these  days — but  down  New  Orleans 
way.  Cotton  is  still  King.  And  be¬ 
cause  his  subjects  have  been  “pickin’ 
cotton  profits”  to  the  tune  of  several 
millions,  the  New  Orleans  market  is 
a  brighter  spot  than  ever  for  adver¬ 
tisers.  The  Times-Picayune  sends  out 
a  neat  little  card  telling  us  this. 
“Everything  is  up,”  they  say,  “down 
in  New  Orleans.”  The  figures  on  the 
card  are  most  impressive.  But  what 
stops  you  is  the  boll  of  cotton  stapled 
to  the  card.  It  somehow  makes  the 
whole  thing  seem  real. 

Indianapolis  Radius 
AN  EXCELLENT  data  book  is  being 
sent  out  by  the  Indianapolis  News 
showing  “The  Advertising  and  Mer¬ 
chandising  Advantages  of  The  In¬ 
dianapolis  Radius.”  In  addition  to 
complete  statistical  material  about  the 
News  and  its  market,  the  book  con¬ 
tains  a  detailed  report  of  the  News’ 
first  consumer  analysis  of  the  In¬ 
dianapolis  market.  T^e  book  is  S^/^x 
inches,  which  makes  it  a  con- 
v'enient  desk  size,  and  it  is  spiral 
bound.  The  statistical  material  in  it 
is  put  together  in  easy-to-understand, 
impressive  charts  and  tables.  This 
part  of  the  book  might  have  been 
improved  with  an  index.  The  portion 
devoted  to  the  consumer  analysis,  list¬ 
ing  brand  preferences  in  dozens  of 
advertised  products,  is  fortunately 
indexed. 


$1,800,000  Col.  Wine 
Campaign  Underway 

(By  teicgrat'h  to  Editor  &  PcblisiifrI 

San  Francisco.  Oct.  19 — California’s 
wine  industry  today  was  definitely 
prepared  to  embark  on  a  three-year 
$1,800,000  national  advertising  and 
trade  promotion  campaign. 

Six  years  of  striving  for  co-operative 
wine  promotion  were  capped  when  the 
California  Department  of  Agriculture 
issued  a  marketing  order  for  gallon- 
age  tax  on  all  wine  prepared  for  mar¬ 
ket  in  the  state.  The  order,  returnable 
Monday,  is  confidently  expected  to 
raise  $600,000  annually  by  levying  I14 
cents  a  gallon  on  sweet  and  ^  cents  a 
gallon  on  dry  wine. 

The  order  calls  for  advertising  and 
promotion  under  administration  of  a 
v/ine  industry  advisory  board  operat¬ 
ing  suject  to  the  approval  of  the  De¬ 
partment  of  Agriculture.  Funds  will 
be  collected  from  the  state  itself  and 
from  all  California  wineries. 

Approval  of  the  advertising  pro- 
p>osal  came  after  70%  of  the  win^nes 
gave  assent  in  a  sign-up  campaign. 
Previous  drives  had  been  blocked  by 
unwillingness  to  pay  assessments  as 
long  as  a  minority  could  escape.  Ma¬ 
jority  rule  for  agricultural  marketing 
programs  under  state  supervision  was 
provided  in  a  recently  enacted  state 
law.  Selection  of  an  agency  is  ex¬ 
pected  to  be  the  next  step. 

GULF  on,  ADS 

Gulf  Oil  Corporation  began  a  series 
of  five  1,500-line  ads  Monday  in  102 
newspapers  throughout  the  country 
First  copy  featured  the  Gulf  service 
man  saying,  “I’m  glad  my  old  man 
came  to  America.”  Copy  stresses 
what  a  good  place  America  is  to  live 
in.  and  the  gasoline  costs  abroad 
Young  &  Rubicam  is  the  agency. 
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NE  As  George  Clark  Finds 
Humor  Search  Simple  Now 


TWO  OF  GEORGE  CLARK'S  "SIDE  GLANCES' 


j  hadn't  raved  so  much  about  their 
I  they  wouldn't  have  insisted  that 
we  lug  all  this  stuff  home." 


feilbert  added  this  little  room  tor 
study,  but  it's  so  cozy  we  never  use 
living  room  any  more." 


European  Farmers  uted  by  AP  features.  Each  “Picture 

ASSOCIATED  PRESS  foreign  corre-  Show”  tells  in  pictures  a  full-length 
spondents  in  London,  Rome,  Berlin  feature  or  near-the-news  story. 

and  its  aftermaths,  have  written  for  lOINS  WORLD-TELEGRAM 
AP  Feature  Service  an  illustrated  se-  Francis  McGehee,  formerly  adver- 
ries  on  how  the  farmer  abroad  is  far-  tising  manager  of  the  Cleveland  Press, 
ing.  The  articles,  which  point  to  the  is  now  associated  with  the  New  York 
troubles  of  low  prices  and  regimenta-  World-Telegram,  effective  October  17. 


Dumb  on  Mrs.  Dooley 


Add  Football 

NATIONAL  NEWSPAPER  SERVICE, 
Chicago,  announced  this  week  that 
it  has  arranged  to  syndicate  a  football 
column  “In  The  Huddle”  by  Elmer 
Layden,  coach  at  Notre  Dame  and 
famous  as  the  fullback  of  the  Four 
Horsemen.  The  column  appears  three 
times  a  week. 


Mrs.  Dooley  forgot  her  lines.  She  should 
have  said,  “No  bolero!”  But  after  all,  Mrs. 
Dooley  didn't  know  that  looking  slim  and 
stylish  was  all  a  matter  of  line.  The  right 
line  could  easily  camouflage  her  corpulence 
and  emphasize  her  good  points. 


HOROSepPE 


There's  a  trick  to  making  the  most  of  you 
.  .  .  a  trick  which  Colette  explains  in  her 
fascinating  feature,  FASHION  HORO¬ 
SCOPE.  It  tells  how  to  put  oomph  In  your 
personality! 
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Segar,  Creator  of  Popeye, 
Dies  on  Coast  at  43 


Artist  Began  as  House  Painter  .  .  .  Salary  with 
King  Features  Reached  $100,000  .  .  .  Strip 
Carried  in  500  Newspapers  to  Be  Continued 


ELZIE  CRISLER  SEGAR.  creator  of 
Popeye  the  Sailor  and  for  19  years 
conductor  of  King  Features  Syndicate's 
Thimble  Thea¬ 


tre."  who  died  at 
the  age  of  43  in 
his  Santa  Mon¬ 
ica,  Cal.,  home, 
Oct.  13,  proved 
perhaps  more 
than  any  one 
else  the  power  of 
the  comic  strip 
as  an  American 
institution. 

He  had  been 
ill  about  a  year. 
Early  in  June  of 
this  year,  short- 


E.  C.  Segar 


ly  after  he  had  been  operated  upon 
for  the  removal  of  his  spleen,  he  re¬ 
covered  sufficiently  to  return  to  his 
drawing.  At  that  time  King  Features 
announced  that  a  new  contract  had 
been  signed  with  him.  Last  week  the 
illness  returned  and  on  Oct.  12  he 
lapsed  into  a  coma  and  died  within  a 
few  hours. 

Strip  to  Be  Continued 

King  Features  stated  that  the  strip 
would  be  continued  but  declined  to 
reveal  the  name  of  Mr.  Segar's  suc¬ 
cessor. 

A  brief  announcement  of  Mr.  Segar's 
death  appeared  last  week  in  Editor  & 
Publisher,  but  because  of  the  late  hour 
of  his  death  it  was  impossible  to  carry 
an  obituary  in  that  issue. 

At  the  time  of  his  death,  Mr.  Segar’s 
strip  was  appearing  in  more  than  500 
newspapers  in  the  U.  S.  and  24  foreign 
countries.  With  an  audience  estimated 
at  more  than  25  million  newspaper 
readers,  his  catch  phrases  and  names 
became  national  colloquialisms. 

Some  of  the  more  recent  expressions 
created  by  Segar  are  still  being  heard. 
The  word  “goon”  passed  into  the  lan¬ 
guage  as  a  synonym  for  homely  per¬ 
sons  and  later,  through  a  series  of 
modifications,  for  any  one  with  a 
hangover.  College  students  appro¬ 
priated  the  word  “jeep”  as  a  synonym 
for  girls  who  demanded  expensive 
good  times.  The  animal  character, 
Eugene  the  Jeep,  ate  nothing  but  or¬ 
chids.  The  phrase  “I  yam  what  I 
yam”  became  a  national  nuisance,  and 
so  did  “I’ll  gladly  pay  you  Tuesday 
for  a  hamburger  today.” 

Segar  kept  introducing  new  charac¬ 
ters  into  his  strip,  some  of  which  be¬ 
came  almost  as  celebrated  as  the  lead¬ 
ing  star,  Popeye.  Alice  the  Goon,  a 
hideous  creature  Popeye  ran  across 
in  Africa;  Geezil,  a  bewhiskered  pes¬ 
simist;  Swea'Pea,  a  remarkably  agile 
baby;  Toar,  a  huge  and  ugly  giant, 
and  Eugene  the  Jeep,  an  odd  animal 
who  came  out  of  the  fourth  dimension 
and  could  foretell  the  future,  were  a 
few  of  them. 

Always  sensitive  to  popular  opinion, 
Segar  discarded  or  modified  his  char¬ 
acters  if  he  received  too  many  com¬ 
plaints.  Toar  and  Alice  the  Goon  were 
discarded  after  hundreds  of  mothers 
wrote  in  that  they  were  frightening 
the  children  until  they  couldn’t  sleep: 
Popeye’s  habit  of  eating  the  can  after 
he  finished  the  spinach  was  abandoned 
when  too  many  children  tried  to  imi¬ 
tate  him. 


In  view  of  the  roughness  of  Popeye, 
Segar  wanted  to  keep  his  influence 
as  healthy  as  possible  for  his  younger 
readers.  At  the  top  of  his  Sunday 
cartoons  he  ran  a  small  insert  in  which 
Popeye  offered  small  homilies  to  the 
children  advising  them  against  play¬ 
ing  in  the  streets  and  warning  them  to 
beware  of  bad  associations.  In  the 
last  year  Popeye's  father,  the  image 
of  his  son  except  for  a  beard,  has  been 
frolicking  through  the  strip.  His 
name  was  Poopdeck  Pappy. 

Elzie  Crisler  Segar  was  one  of  the 
few  men  to  be  graduated  from  a  cor¬ 
respondence  school  course  and  go  on 
to  become  a  leader  of  the  profession 
he  studied.  The  creator  of  Popeye, 
Wimpy,  Alice  the  Goon,  Eugene  the 
Jeep,  and  other  comic  strip  immortals 
never  made  any  bones  about  the  fact 
that  he  entered  cartooning  because 
there  was  money  in  it. 

His  salary  in  recent  years  amounted 
to  $100,000  a  year.  In  1935  he  reached 
the  pinnacle  of  his  success  when  Pop- 
eye  nosed  out  Mickey  Mouse  as  the 
most  prominent  comic  strip  character 
in  a  national  poll  among  school  chil¬ 
dren.  This  year  there  were  more  than 
600  licensed  products  of  Popeye,  ac¬ 
cording  to  King  Features. 

Started  at  House  Painter 

Since  the  age  of  12  he  had  supported 
himself  in  Chester,  Ill.,  where  he  was 
born  Dec.  8,  1894,  by  a  variety  of  odd 
jobs.  He  had  been  a  motion  picture 
operator,  house  painter,  sign  painter, 
paperhanger,  trap-drum  player,  pho¬ 
tographer,  and  window  dresser. 

Hearing  there  was  big  money  in  car¬ 
tooning,  he  picked  up  that  profession 
as  easily  as  he  had  picked  up  the 
others.  He  drew  a  cartoon  and  sent 
it  to  a  St.  Louis  paper.  They  sent  it 
back.  He  paid  $20  to  enroll  in  a  cor¬ 
respondence  school,  and  for  eighteen 
months  worked  at  night. 

Then  R.  F.  Outcault,  originator  of 
the  Buster  Brown  comic  strips,  got 
him  a  job  on  the  Chicago  Herald.  Two 
years  later  the  Herald  went  into  bank¬ 
ruptcy  and  Segar  went  over  to  the 
Chicago  Evening  American.  Two 
years  later  in  1919  the  managing  editor 
decided  he  was  good  enough  to  syndi¬ 
cate  and  sent  him  to  King  Features 
Syndicate  in  New  York.  His  name  ap- 
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Here's  how  Popeye  made  his  debut  on  Jan.  17,  1929.  At  the  left  is  Castor  Oyl 
original  character  of  "Thimble  Theatre,"  seeking  a  crew  for  an  expedition  to  Dice 
Island.  Popeye,  shown  at  the  right,  changed  considerably  in  appearance  in  subsequent 
years  as  E.  C.  Segar  perfected  him  as  the  strip's  featured  character. 


peared  on  his  drawings  in  smoke  from 
a  burning  cigar. 

For  several  years  Thimble  Theatre 
played  vaudeville,  trick  and  surprise 
ideas  with  short  continuities.  The 
introduction  of  Blizzard,  a  sporty 
gamecock  changed  the  strip  into  a 
comic  threaded  on  an  element  of  ad¬ 
venture.  When  the  antics  of  Blizzard 
began  to  wear  on  the  artist,  he  decided 
to  get  rid  of  him.  He  chose  the  quick¬ 
est  way,  but,  as  it  turned  out  not  the 
most  satisfactory.  He  had  the  rest 
of  the  characters  fricasee  the  bird. 
Children  who  had  learned  to  love  Bliz¬ 
zard  were  greatly  depressed  and,  con¬ 
sequently,  agitated  parents  wrote  in 
protests. 

As  it  turned  out,  these  complaints 


were  little  blessings  in  disguise  for 
they  led  to  the  introduction  of  Ber¬ 
nice,  the  whiffle-hen,  who  in  turn 
brought  in  a  tough,  swaggering  and 
illiterate  sailor  named  Popeye,  on 
Jan.  17,  1929. 

Popeye  grasped  the  imagination  of 
the  country  almost  before  Segar  had 
an  opportunity  to  perfect  him  as  a 
character.  Originally  he  was  just 
funny  looking.  His  invincibility  as  a 
fighter  was  added  later. 

Segar  lived  in  Santa  Monica  with 
his  wife  and  two  children,  Marie,  14. 
and  Tom.  10.  His  principal  hobby  was 
deep-sea  fishing.  An  indefatigable 
worker,  he  was  never  content  with  his 
strip  and  incessantly  invented  new 
characters  and  new  situations  for  it 
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CHARLES  CREIGHTON  CARLIN,  73, 

former  owner  of  Alexandria  (Va.) 
Gazette,  attorney  and  former  member 
of  Congress,  died  Oct.  14.  at  his  home 
in  Washington,  D.  C.,  after  a  long  ill¬ 
ness.  His  wife  and  two  sons,  Charles 
C.,  Jr.,  editor  and  publisher  of  the 
Gazette,  and  Keith,  an  attorney,  and 
five  grandchildren  survive. 

John  J.  Stohev,  50,  managing  direc¬ 
tor  since  1926  of  radio  station  WTAG, 
owned  by  Worcester  (Mass.)  Tele¬ 
gram  and  Evening  Gazette,  and  for 
many  years  assistant  business  man¬ 
ager  of  tho.se  newspapers,  died  of  a 
heart  attack  in  his  apartment  at  the 
Hotel  Bancroft,  Worcester,  Oct.  16. 

Paul  Jones  Thomson,  54,  vice-presi¬ 
dent  of  New  Orleans  (La.)  Item  and 
Morning  Tribune,  died  suddenly  Oct. 
15,  a  few  hours  after  he  was  stricken 
ill  while  at  work.  Born  at  Summit 
Point.  W.  Va.,  he  went  to  New  Or¬ 
leans  in  1908  to  join  his  brother.  Col. 
James  M.  Thomson,  publisher  of  the 
Item.  He  became  assistant  circulation 
manager,  circulation  manager  and 
vice-president.  His  wife,  three  sons, 
a  daughter,  his  mother,  two  brothers 
and  five  sisters  survive. 

George  Dobson,  correspondent  for 
the  Times  of  London  in  St.  Petersburg 
for  25  years  up  to  the  outbreak  of  the 
Russian  revolution,  died  Oct.  13  in 
London.  When  the  Soviet  Commis¬ 
sars  raided  the  British  Embassy  in 
1917  Mr.  Dobson  was  imprisoned  with 
the  consular  staff  for  five  weeks  and 
later  released  in  exchange  for  Maxim 
Litvinoff,  then  in  London,  now  For¬ 
eign  Commissar.  He  was  also  instru¬ 
mental  in  the  release  from  England 
of  Georges  Tchitcherin,  later  Foreign 
Minister,  in  exchange  for  the  evacua¬ 
tion  of  British  subjects  in  Russia. 

Seiji  Noma.  59,  publisher  of  Tokyo  > 
Hochi  Shimbun,  owner  of  Dai  Nippon 
Yuben-Kai  Dodansha  and  president  of 
Japanese  Magazine  Association,  died 
Oct.  17,  in  Tokyo,  of  a  heart  attack.  ' 
Working  his  way  through  college  by 
teaching,  he  later  entered  the  news¬ 
paper  business  and  developed  his 
newspaper  and  magazine  enterprises 
until  he  became  one  of  the  largest ; 
users  of  ink  and  newsprint  in  the  Far 
East.  King  Magazine,  best  known  of 
his  publications  has  a  monthly  circu¬ 
lation  of  nearly  2,000,000.  , 

Percy  Arthur  Perry,  63,  editor, ' 
Hammond  (Ind.)  Times  for  33  years, 
died  Oct.  12,  at  Los  Angeles,  where  ' 
he  has  resided  since  November. 

Benjamin  Eastwood,  57,  travel  edi¬ 
tor,  Bu§alo  (N.  Y.)  Courier-Express,  j 
died  Oct.  13  in  Buffalo  General  Hos¬ 
pital.  Ill  for  several  months,  he  had  | 
undergone  an  operation  recently. 

George  B.  Guerry,  veteran  employe ' 
of  Jacksonville  (Fla.)  Times-Union 
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advertising  department,  died  Oct.  8 
in  a  local  sanatorium. 

Mrs.  Irene  M.  Emery,  wife  of  George 
M.  Emery,  of  the  Philadelphia  Evening 
Ledger  copy  desk,  died  at  her  home, 
Drexel  Hill,  Pa.,  Oct.  13. 

William  G.  Lavelle,  55,  reporter 
for  the  Cleveland  Plain  Dealer  for  the 
last  15  years,  died  Oct.  12,  from  a 
heart  ailment.  He  began  his  career 
on  the  Washington  Herald,  and  later 
was  an  editorial  writer  on  the  Morgan¬ 
town  (W.  Va.)  Daily  Dominion.  In 
1920  he  joined  the  Cleveland  Neics, 
and  three  years  later  the  Plain  Dealer. 

James  Murray  Walker,  93.  former 
editor  and  publisher,  Perth  (Ont.) 
Courier,  died  in  Toronto.  Oct.  18. 
Thirty-six  years  ago  he  sold  the  paper 
to  his  nephew,  W.  W.  Walker,  the 
present  publisher. 

ROY  WILLIAMS  DEAD 

Philadelphia,  Oct.  17 — Roy  Lewis 
Williams,  64,  creator  of  the  Ledger 
Syndicate  comic  strip,  “Babe  Bunting,” 
died  of  a  heart  attack  last  night  at  his 
home  in  the  Cornell  Club,  Philadel¬ 
phia.  Mr.  Williams,  who  for  many 
years  was  a  cartoonist  for  the  Public 
Ledger,  had  devoted  most  of  his  time 
recently  to  his  comic  strip,  which  was 
based  on  his  own  life  with  his  daugh¬ 
ter,  Eloise.  Mr.  Williams,  native  of 
Woodsfield,  O.,  had  a  varied  newspaper 
career.  He  formerly  worked  with  the 
Washington  Times.  New  York  World, 
New  York  Journal,  New  York  Amer¬ 
ican,  Philadelphia  Press  and  the  Public 
Ledger.  His  comic  strip  was  published 
in  72  newspapers.  George  F.  Kear¬ 
ney,  Ledger  Syndicate  manager, 
announced  that  Mr.  Williams  left  a 
number  of  installments  of  the  strip  at 
his  death.  Mr.  Kearney  also  said  the 
syndicate  is  now  negotiating  for  a 
nationally-known  artist  to  continue 
the  strip. 
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. . .  space-bills  that  conform 
to  the  linage  ordered.  Both 
are  assured  when  the  news¬ 
paper  uses 

MORLEY 

MATS 

Their  deep,  clean-cut  impres¬ 
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ROBERT  E.  C.  LONG 

Robert  Edward  Crozier  Long,  65, 
Berlin  financial  correspKindent  for  the 
New  York  Times  since  1923  and  a 
contributor  to  the  Economist  of  Lon¬ 
don,  died  in  Berlin  Oct.  18  of  pneu¬ 
monia  following  a  nervous  breakdown. 
Born  at  Cashal,  Tipperary,  Ireland  and 
educated  in  Dublin  he  started  his 
career  in  1894,  serving  as  London  cor¬ 
respondent  for  American  newspapers 
and  in  the  ensuing  years  covered  a 
series  of  international  crises.  Among 
Mr.  Long’s  publications  are  transla¬ 
tions  from  Russian  books  and  novels, 
as  well  as  books  on  pKjlitics. 

WANT  AD  SERVICE 

A  want  ad  service  bureau  giving 
additional  facilities  for  both  adver¬ 
tiser  and  want  ad  user  without  charge 
has  been  established  by  the  San  Fran¬ 
cisco  Examiner.  The  bureau  will  an¬ 
swer  box  number  ads  for  those  who 
prefer  to  phone  instead  of  write, 
assist  in  bringing  seller  and  buyer 
together  by  acting  for  the  buyer  when 
the  seller  is  not  available  by  phone, 
transmit  messages  to  landlords  for 
home-hunters  if  apartment  managers 
are  not  present  and  otherwise  provide 
daily  needs  of  classified  users. 


NEW  REDDING  DAILY 

The  Redding  (Cal.)  Record,  fifth 
member  of  the  John  P.  Scripps  group 
of  California  newspapers,  began  pub¬ 
lication  Oct.  17.  Paul  C.  Bodenham- 
mer  is  editor  and  Harry  Bostwick,  Jr., 
business  manager.  The  newspaper  is 
published  by  the  Redding  Record. 
Inc.,  with  stockholders  listed  as  Mr. 
Scripps,  Roy  Pinkerton,  editor-in- 
chief  of  the  John  P.  Scripps  papers; 
Mr.  Bodenhammer,  formerly  manag¬ 
ing  editor  of  Ventura  (Cal.)  Star 
Free-Press  and  Mr.  Bostwick,  form¬ 
erly  general  manager,  Santa  Paula 
(Cal.)  Chronicle.  West-Holliday  Co., 
Inc.,  has  been  named  national  adver¬ 
tising  representatives. 


PAUL  BLOCK  AD 

Paul  Block,  publisher  of  the  Paul 
Block  Newspapers,  published  as  an 
advertisement  in  the  New  York  Sun 
Oct.  14  an  editorial  which  had  run  in 
his  newspapers.  It  urged  the  readers 
to  elect  in  November  "sufficient  inde¬ 
pendent  Senators  and  Representatives 
so  that  the  New  Deal  yes-men  will 
not  continue  to  hold  the  whip  hand 
in  Congress. 


The  Man  Who  Buys 
Advertising  Is  Influenced 
By  Advertising 


The  space-buyer  thinks  in  terms  of  advertising. 

The  language  of  advertising  is  HIS  LANGUAGE. 

He  understands  it,  uses  it  in  selling  his  own  commodity  and 
responds  to  its  appeal  when  it  is  addressed  to  him. 

The  man  who  buys  space  for  a  NATIONAL  ADVERTISER 
does  not  act  upon  tradition  and  precedent.  He  seeks  the  facts 
about  markets  and  mediums  AS  OF  TODAY.  If  your  MARKET 
is  one  of  the  bright  spots  on  the  map  SHOUT  ABOUT  IT.  If 
newspaper  conditions  in  your  field  are  changing — if  your  paper 
is  looming  larger  in  the  equation  all  the  time — he  wants  to  know 
it,  and  to  know  why  and  to  what  extent  the  situation  has  altered 
in  your  city. 

He  will  get  that  information  from  the  advertising  columns  of 
EDITOR  AND  PUBLISHER  if  he  can.  He  will  seek  it  there. 
If  he  finds  YOUR  PAPER’S  STORY  THERE  he  will  “get  it” 
— every  bit  of  it,  and  it  will  stick  in  his  mind  as  he  makes  up  his 
lists. 

Is  there  something  in  your  mind  concerning  your  MARKET 
and  your  paper  which  you  feel  ought  to  be  in  the  mind  of  the 
space-buyer? 

If  so,  wouldn’t  it  be  good  business  to  tell  him  about  it — 'tight 
NOW — whilst  he  is  checking  advertising  of  the  past  eight  months 
with  sales,  planning  new  campaigns  and  considering  new  news¬ 
paper  schedules? 

It  would  be  good  business  also  to  concentrate  your  sales  story 
in  the  newspaper  that  has  the  newspaper  atmosphere — to  make 
a  strong  showing  in  one  paper  rather  than  to  spread  it  too  thinly 
over  many  papers. 

An  ad  this  size  in  EDITOR  &  PUBLISHER  will  be  read  by  a 
hand-picked  audience  controlling  newspaper  advertising  expen¬ 
ditures. 

A  weekly  cost  of  $76.04  is  fair  and  reasonable  when  one  con¬ 
siders  the  clientele  of  this  paper — national  advertiser,  agency  and 
newspaper  coverage — the  most  influential  in  the  business  paper 
field. 

The  power  of  advertising  will  sell  goods  and  services. 

KDITOR  A:\D  PUBLISIIEII 
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1 700  Tiiiios  Huilding  York,  X.  Y. 
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September  Linage  in 


Leading  Cities 


AKRON.  OHIO 


1938  1937  Gain  or  Loss 


. (el 

651.716 

Beacon  l.)urnal  . 

1.116.679 

1,162,822 

46,143  L 

Times  Press  .  . . 

. (SI 

213,718 

171.574 

1.116.679 

1.814,5.18 

697.859  L 

171.574 

213.718 

42,144  L 

1.288.253 

2.028.256 

740,003  L 

Tinies-Press 

-tiispended  publication  after  August  28,  1938. 

Beacon  Journal  Sunday 

first  publication  Sept. 

4.  1938. 

ALBANY,  N.  Y. 

681.049 

642.773 

38.276  G 

. (ml 

488.317 

513.218 

24.901  L 

'Times  I'nioii 

. (SI 

168.979 

215.274 

46,295  L 

1.169..166 

1.155.991 

13.375  0 

I08.979 

215.274 

46.295  L 

Grand  Total 

1.338.345 

1,371.265 

32.920  L 

ALBUQUERQUE,  N 

.  M. 

346.153 

341.575 

4.578  G 

. (e) 

358.999 

442,228 

8.1.229  L 

Journal  . 

. (SI 

47.067 

131.418 

84.351  L 

705.152 

78.1.803 

78.651  L 

47.067 

131.418 

84.351  L 

('irand  Total 

752.219 

915.221 

163.002  1. 

ASHEVILLE,  N. 

c. 

333.032 

.141.517 

8.485  L 

. (el 

.123.475 

371.909 

48.4.14  L 

Citizen  Times  . 

. (Si 

114.987 

1 55.776 

40,789  L 

656.507 

713.426 

56.919  I, 

114.987 

155.776 

40.789  L 

Graml  Total 

771,494 

,869.202 

97.708  L 

ATLANTA.  GA. 

. (el 

577.716 

547.190 

.10.526  G 

. (el 

734.628 

752.176 

17.548  I, 

. (ml 

555.580 

188.077 

67,503  G 

. (SI 

148,949 

197.35£ 

48,409  L 

. (SI 

189.135 

197.883 

8.748  I, 

Constitution  .  . 

. (SI 

175.082 

195.872 

20.790  L 

1.8(.7.924 

1,787.443 

80,481  G 

513.166 

591,113 

77,947  1, 

(irand  Total 

2.381.090 

2.378.556 

2.534  G 

ATLANTIC  CITY. 

N.  J. 

. (ml 

352.066 

385.328 

33.262  I. 

Press-Cnion  .  . 

. <  S) 

(>4.829 

66.139 

1,310  L 

Grainl  Total  .  416,895  4>1.467  34.572  L 

l*re^s-l’nio:i  niurnin^  anti  tvening  st>ltl  in  comltination. 

I.inagr  of  niornitig  eilition  shown. 

BALTIMORE,  MD. 

. (e)  893.038  1.015,461  122,423  L 

i;„n  ..  fcl  1.226.657  1.240.387  13.730  L 

Sun  . (ni)  538.732  549.411  10.679  L 

*  Vntfrican  . (S)  221.510  28/, 0/7  65,567  L 

tSun  . (S)  356,634  401,546  44,912  L 


Total  Itailv  .  2.658.427  2.805.259  146.832  1. 

T.tt-il  8uml.av  .  578.144  688.623  110,479  1. 

Gran.l  Total" .  3,236,571  3.493,882  257,311  1. 

BANGOR,  MAINE 

Conimercial  . («rl  243.507  254.288  10.781  L 

.\>ws  . (ml  324.569  372.744  48.175  1. 


Granil  Total 


568,076  627,032  58,956  L 


BIRMINGHAM,  ALA. 


, . . .  fm) 

379.021 

420.879 

41,858  L 

. . . . (e) 

716.489 

693.048 

23,441  G 

P.ist  . 

. . . .(c) 

380.977 

417.196 

36.219  I, 

■(News  &  Age-Herald  (Si 

220.666 

259.830 

.19.1(>4  D 

Total  Daily  ... 

1.476,487 

1.5.11,123 

54,636  L 

Total  Sundav  . 

220.666 

259.8.10 

.19.164  L 

Grand  Total  .  . 

1.697,153 

1.790.953 

93.800  L 

BOSTON,  MASS. 

Record  . 

....(ml 

360,961 

291,419 

69,542  G 

American  . 

....(e) 

345,207 

316,812 

28.395  G 

Glnlie  . 

. .  .  (mel 

640,225 

676,869 

36,644  L 

Herahl  Traveler 

.  . .  (me) 

920,605 

991.. 148 

70,743  L 

I’ost  . 

....(ml 

447.130 

504.042 

56,912  L 

Transcript  . 

- (e) 

254.649 

335.706 

81,057  L 

*Advertiser  . 

....(S) 

145.769 

226,476 

80,707  L 

(ilobe  . 

....(SI 

277.905 

324,154 

46.249  L 

tllerald  . 

....(S) 

306.279 

321,135 

14,856  L 

Post  . 

....(SI 

85.481 

111, .180 

25.899  1- 

Total  Daily  ... 

2.968,777 

3,116,196 

147,419  L 

Total  Sundav 

815.4,14 

983,145 

167,711  I. 

(irand  Total  .. 

3.784,211 

4,099,341 

315,130  L 

f.lol/e  (m\e)  soM  in  comhination  only.  Herald  linage 
-hown.  Traveler  sold  in  comhination  with  Sunday  Herald. 


BUFFALO,  N.  Y. 


Courier-Exiiress  ....(m)  521.364  641,735  120,371  1. 

News  . (c)  1.075.513  1,113.966  38.453  L 

Times  . (e)  477.793  679,465  201,672  1. 

‘•('onrier-Fixpress  ...(S)  227.137  211,300  15.837  (1 

tTimcs  . (S)  85,313  150.155  64,842  L 


Tot.-il  Daily  .  2.074.670  2,435.166  360.496  1. 

Total  Sunday  .  312,450  361,455  49,005  L 

Grand  Total  .  2,387,120  2,796.621  409,501  I. 

CAMDEN,  N.  J. 

Courier  . (e)  577.095  679.445  102,350  1. 

Courier  (e)  ami  Post  (m)  sold  in  combination.  Linage  of 
evening  edition  shown. 

CEDAR  RAPIDS,  IOWA 

Gazette  . (e)  500.076  . 

Gazette  . (S)  108.831  . 


Graml  Total 


608,907 


(Compiled  by  Media  Records,  Inc.) 

CHARLOTTE,  N.  C. 


1938  1937  Gain  or  I»ss 

News  . (el  512.487  . 

Observer  . (ml  552.856  .  . 

News  . (S)  93.282  . 

Oliserver . (S)  170.825  .  . 


Total  Daily  .  1.0(,S..143  . 

Total  Sunday  .  264.107  .  . 

Grand  Total  .  1.. 129.450  . 

CHATTANOOGA,  TENN. 

Times  . (ml  336.510  .106.855  29.655  G 

News  . (el  367.161  402.354  35.193  L 

Free  Press  . (el  712.827  476.296  236.531  G 

Times  . (SI  136.721  87.575  49.146  C, 

Free  Press  . (S)  160.579  1.17,997  22.582  G 


Tot.il  Daily  .  1.416.498  1.185.505  2.10.993  G 

Total  Sund.av  .  297.300  225.572  71.728  G 

Gr.anil  Total" .  1.713.798  1.411.077  .102,721  G 

CHICAGO,  ILL. 

Triht-ne  . (ml  1.110.374  1.1.10.387  20.013  L 

Herahl  Examiner  ....(ml  207.182  605.320  398.138  L 

fDailv  News  . (e)  1.062,517  1,144,916  82,399  1. 

.American  . (el  655.1.18  7.12,848  77,71(1  I, 

Times  . (el  535.647  618.844  8.1.197  1. 

Tribune  . (SI  558.115  601.695  43,580  1. 

•Herald  Examiner  ...(SI  173.932  269,161  95.229  1. 

Times  . (SI  .18.519  65,321  26.802  1. 


Tot.al  Daily  .  .1.570.858  4.2.12.315  661,457  1. 

Total  Surnbav  .  770.586  936.177  165.611  I, 

Grand  Tot.al  .  4..141.424  5.168.492  827,068  1. 

CINCINNATI,  OHIO 

Enfiuirer  . (ml  464.848  521.852  57.004  1. 

Post  . (e)  589.982  677.712  87,730  L 

TimesSt.ar  . (e)  811.952  949.588  137.636  1. 

tEmiuirer  . (S)  .181.102  418.175  37.073  1. 


Total  Daily  .  1.866.782  2.149.152  282.370  1. 

Total  Sunday  .  .181.102  418.175  37,073  L 

Grantl  Ttttal  .  2,247.884  2.567.327  319,443  1. 

CLEVELAND,  OHIO 

Plain  Dealer  . (nt)  624.603  743.631  119.028  1. 

News  . (e)  554.084  756.822  202,738  L 

Press . (e)  909.15.1  1.14.1.613  2.14.460  L 

••tPlain  Dealer  _  (S)  .164.371  .198.637  34.266  1. 


Total  Daily  .  2,087,840  2.644.063  556.226  1. 

Total  Sunday  .  .164.371  398,637  34.266  I, 

Gran.l  Total  .  2,452.211  3.042.703  590.492  1. 

COLUMBUS.  OHIO 

Dispatch  . (e)  864.529  1,001.022  1.16.493  1. 

Citizen  . (e>  465.147  553.358  88,211  L 

Ohio  State  Journal  .  .(m)  228.885  234,288  5.403  1. 

Dispatch  . (SI  211.339  254.525  4.1,186  1. 

•Star  . (S)  39,720  56,303  16.583  L 


Total  Daily  .  1.558,561  1.788.668  2,10.107  1. 

Tot.al  Sunday  .  251.059  .110.828  59.769  1. 

Graml  Total  .  1.809.620  2.099.496  289.876  1. 

DALLAS.  TEXAS 

N'ews  . (ml  681.58.1  701.337  19.754  1. 

Times- Her.ild  . (el  994.391  942.761  51.6.10  G 

Dispatch  Journal  . (el  41 1.413  .  . 

Journal  . (e)  .  6.18.985  . 

Dispatch  . (el  .  244.874  . 

f.N'ews . (SI  254.118  .11.1.189  59.071  1. 

Times-Herald  . (SI  241.764  269.227  27.46.1  1. 

Dispatch  . (SI  .  129,621  . 


Total  Daily  .  2.087.387  2  5 ’7. 957  440  5-0  1. 

T.ital  Sunday  .  495.882  712.0.17  216.155  1. 

Grand  Total  .  2..58.1.2()9  3.2.19.994  656.725  L 

The  Dispatch  mergeil  with  the  Journal  effective  July  1, 
19.18.  Paper  now  known  as  Dispatch  Journal. 

DAYTON.  OHIO 

Joitrn.d  . (ml  297.311  .175.987  78.676  T. 

Herald  . (el  599.428  728.939  129.511  L 

N’ews  . (el  766.448  984.57.1  218.125  1. 

.lottrnal  . (SI  84.085  10.1.947  19.862  1. 

N'ews  . (S)  98..142  122.317  23,975  1. 


Total  Daily  .  1.663.187  2,089,499  426.312  L 

Total  Sunday  .  182.427  226.264  43.837  L 

Grand  Total  .  1.845.614  2..1IS.763  470,149  L 

DENVER.  COLO. 

Rocky  Mt.  N’ews  - (ml  .102.619  309,401  6.782  1. 

Post  . (el  81.1.225  917.318  104,093  1. 

RcKtky  Mt.  News . (SI  .17.24.1  67,790  .10,547  1. 

I’ost  . (S)  169.420  210.948  41.528  L 


Total  Daily  .  1.115,844  1,226.719  110.875  L 

Total  Sunday  .  206.663  278.738  72.075  I. 

Grand  Total  .  1.322.507  1,505.457  182.950  L 

DES  MOINES,  IOWA 

Register  . (ml  .128,441  367.690  .19.249  1. 

Tribune  . (el  509.334  559,688  50.354  1. 

Rcgtster  . (SI  178,709  195.474  16.765  L 


Tot.al  Daily  .  837.775  927.378  89.603  1. 

Tot.al  Sunday  .  178,709  195.474  16,765  L 

Grand  Total  .  1.016.484  1.122.852  106.368  1. 

DETROIT,  MICH. 

Times  . (el  547.490  766.949  219.459  1. 

Free  I’ress  . (ml  545.660  672.577  126.917  1, 

N’ews  . (el  1.173.105  1.391.4.18  218.333  1. 

'Times  . (SI  215.704  284.992  69.288  1. 

Free  Press  . (Si  179.788  197.691  17.90.1  1. 

+  News  . (SI  385.050  427.754  42.704  1. 


Total  Daily  .  2.2(>6.255  2.830,964  564.709  1. 

Total  Sunday  .  780.542  910.4.17  129.895  1. 

Graml  Total  .  3.046.797  .1.741.401  694.604  L 

DURHAM.  N.  C. 

Herald  . (ml  .110.2.1.1  . 

Sun  . (el  405.709  . ! 

Herabl-Sun  . (S)  87.961  . 


Total  Daily  .  715.942 

Total  Stimlay  .  87,961 

Grand  Total  .  803,903 


EL  PASO,  TEXAS 

1938  1937  Gain  nr  I.oss 

Times  . (ml  340.772  337.954  2.818  (i 

Herald  Post  _ (el  393.441  446.238  52.797  L 

Times  . (S)  91.243  112,019  20,776  L 

Total  Daily  .  734.213  784,192  49.979  L 

Total  .Sumlay  .  91,243  112.019  20.776  L 

Grand  Total  .  825.456  896,211  70,755  L 

ERIE,  PA. 

Di.spatch  Fferald  _ (el  441.264  480.8.10  .19.566  1, 

Times . (e)  4()4.857  535,885  71,028  L 

Dispatch  Herahl  ....(Si  205.247  222,152  16,9o5  L 

Total  Daily  .  906.121  1,016.715  1 10,594  L 

Total  Sunday  .  205.247  222.152  1(>.905  L 

(irand  Total  .  1.111.368  1.238.867  127,499  L 

EVANSVILLE,  IND. 

Courier  . (ml  450.421  517.633  67,212  L 

Press  . (e)  618,943  693.175  74.232  L 

Courier  . (SI  110.5.10  129.541  19.011  1, 

Press  . (S)  151,151  1(>4,321  13,170  L 


Tot.al  Daily  .  1.069.364  1,210,808  141,444  L 

Total  Sunday  .  261,681  293,862  32.181  L 

Grand  Total  .  1.331,045  1,504,670  173.625  L 

FALL  RIVER.  MASS. 

Her.dd-N'ews  . (el  416.876  422.254  5,378  L 

FLINT,  MICH. 

Journal  . (e)  841,425  . 

Journal  . (S)  114.833  . 


Grand  Total  .  956.258  . 

FORT  WAYNE,  IND. 

Journal  Gazette  . (ml  327.653  367.389  39,736  L 

News-.Sentinel  . (el  816.741  890.648  73.907  1, 

Journal  Gazette  . (S)  159,259  224,170  64,911  L 

Total  Daily  .  1,144,394  1,258.037  113,643  L 

Total  Sunday  .  159,259  224,170  (.4,911  L 

Grand  Total  .  1,. 103,653  1.482,207  178.554  L 

FORT  WORTH.  TEXAS 

Star-Telegram  . (ml  245.861  252.093  6.232  L 

Star-Telegram  . (el  604.323  577.160  27.1(>3(; 

Press  . (el  394.468  383.297  11.171  G 

Star-Telegram  . (S)  136.178  155,041  18,863  L 

Tot.al  Daily  .  1,244.652  1,212,?50  .12.102  G 

Total  Sunday  .  136,178  155,041  18.863  L 

(irand  Total  .  1.380.830  1.367,591  13.239G 


T 


1 
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FREEPORT-HEMPSTEAD,  N.  Y. 

Review-Star  . (el  447,667  406,781  40.886  G 


FRESNO,  CALIF. 


Hee  . (el  465.347  514,690  49.343  L 

Bee  . (S)  104,609  107,233  2.624  L 


Grand  Total  .  569.956  621.923  51.967  L 

GLENS  FALLS,  N.  Y. 

Post-.Star  . (m)  442.982  465.358  22.3761, 

Post-Star  (ml  and  Times  (e)  s<dd  in  combination.  Lin.age 

of  Post-Star  is  given. 

GREENSBORO.  N.  C. 

N’ews  . (ml  .123.176  . 

Recoi.1  . (e)  288.785  . 

News  . (S)  170.681  . 


Total  Daily  .  611.961  . 

Total  Sunilav  .  170.681  .  . 

Graml  Total" .  782.642  . 

HARRISBURG,  PA. 

Patriot  . (ml  5.19.208  533.352  5.8.16G 

Telegr.aph  . (e)  485.584  523,327  37,743  L 


Grand  Total  . 1,024,792  1.056.679  .11.887  L 

The  News  (e)  carries  the  same  amount  of  advertising  as 
the  P.atriot  (m). 

HARTFORD.  CONN. 

('our.ant  . (ni)  .127.675  364,545  36.870  L 

Times  . (el  963.746  1.076.942  113,196L 

Courant  . (Si  196,201  261,561  65,360  L 

Total  Daily  .  1.291.421  1,441,487  1  50.066  L 

Total  Sunday  .  196.201  261.561  65.3601 

Grand  Total  .  1.487.622  1.703.048  215.426  L 

HOUSTON.  TEXAS 

Chronicle  . (e)  877,811  866,615  11.196G 

Rost  . (ml  514.909  468,68  1  46.228  0 

Rress  . (el  560.906  585.319  24.413  L 

Chronicle  . (SI  219.690  248.655  28.965  L 

"Rost  . (SI  238.502  226.042  12.4600 


Total  Daily  .  1.953, (.26  1.920.615  33,011  0 

Total  Sunday  .  458.192  474,697  16.505  L 

(.rand  Tot.al  .  2.411.818  2..195,312  1(>..506G 

HUNTINGTON,  W.  VA. 

Advertiser  . (el  407,735  . 

Herald-Dispatch  ....(ml  392.086  . . . 

Herald-Dispatch  _ (S)  116.114  . 


Total  Daily  .  799.821 

Total  Sunday  .  116.114 

Grand  Total  .  915.935 


INDIANAPOLIS,  IND. 

N’ews  . (e)  907,775  944,185  .16,410  L 

•‘^tar  . (ml  622.056  661,357  39..101  L 

Times  . (e)  579.008  766,636  187.628  L 

■Star  . (S)  294.909  327,562  32.653  L 


Total  Daily  .  2.108,8.19  2.372.178  263.3.191. 

Total  .Sunday  .  294.909  327,562  32.653  L 

(.rand  Total  .  2.403,748  2,699.740  295.992  L 

JACKSONVILLE,  FLA. 

Times-fnion  . (ml  529,369  559,201  29.832  L 

Journal  . (el  519.8.17  468.941  50.896  G 

Times-L’nion  . (S)  182,818  185,986  3.168  L 


Total  Stimfay  .  182.818  185.986  3.168  L 

Grand  Total  .  1,232.024  1.214,128  17.896  G 

Journal  linage  includes  legal  tax  sale  advertising  1938. 
Times-l’nion  linage  includes  legal  tax  sale  advertising  1937. 
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September  Linage  in  Leading  Cities 


JAMESTOWN,  N.  Y. 


1938  1937  Cain  or  Loss 

Journal  . (f)  344,343  390.948  46,605  L 

Post  . (m)  337,766  405.698  67,932  L 

Craml  Total  .  682,109  796.646  114.537  L 

JOHNSTOWN,  PA. 

Tribune  . (e)  570,392  763.692  93,300  L 

Tribune  (e)  sold  in  combination  with  Democrat  (m). 

KANSAS  CITY,  MO. 

Journal  Post  . (e)  331,603  316.126  15.477  0 

Star  . (e)  786.748  906.533  119.785  L 

Times  . (m)  663.857  741.754  77,897  L 

Journal  Post  . (.S)  79,187  97,143  17,956  1. 

.Star  . (S)  327,022  370.229  43,207  L 

Total  Daily  .  1.782,208  1.964,413  182,205  1, 

Total  Sunday  .  406.209  467,372  61.163  1. 

Crand  Total  .  2,188,417  2,431,785  243,368  L 

KNOXVILLE,  TENN. 

Journal  . (m)  449.859  430,462  19.397  0 

.News  Sentinel  . (e)  492.444  473,896  18,548  0 

Journal  . (S)  114,114  154,281  40,167  L 

News^Sentinel  . (S)  162.456  188,045  25,589  L 

Total  1  laily  .  942,.303  904.358  37,945  G 

Total  Sunday  .  276.570  342,326  65.756  L 

(irand  Total  .  1.218,873  1,246,684  27,811  1. 

LOS  ANGELES,  CALIF. 

Kxaminer  . (in)  728.851  828.023  99.172  1, 

Daily  .News  . (in)  359,380  389,860  30,480  L 

Times  . (m)  1.042,897  1.078,961  .36,064  L 

Herald  Express  . (e)  819.643  1.011.923  192.280  L 

.News  . (e)  336,474  312,989  23,485  0 

•Examiner  . (S)  .339,969  410,631  70,662  L 

tTimes  . (S)  323,448  379,136  55,688  1. 

Total  Daily  .  3.287.245  3.621,756  334.511  L 

Total  Sunday  .  663.417  789,767  126,350  L 

Grand  Total  .  3.950,662  4,411,523  400,861  L 

LOUISVILLE.  KY. 

Courier-Journal  . (in)  799.741  818,511  18.770  1. 

Times  . (e)  820.177  836.334  16,157  1. 

Courier-Journal  . (S)  259,624  374.554  114,930  L 


Total  Daily  . . . 

1.619.918 

1.654.845 

34.927  L 

Total  Suiuiay  . . 

259.624 

374,554 

114.930  L 

(•rand  Total  ... 

1.879,542 

2,029,399 

149,857  L 

MANCHESTER,  N 

.  H. 

Union-Leader  _ 

--.(e) 

408.688 

485,495 

76.807  L 

1  nion  (m)  and 

Leader 

(e)  sold  in 

combination.  Linage 

of  Lnion  (m)  is  shown. 

MEMPHIS,  TENN. 

Commercial  .-\p|ieal 

. .  (ni) 

712,541 

785,072 

72,531  L 

Press-Scimitar 

...(e) 

441,501 

450.526 

9.025  L 

tCommercial  Appeal.  .(S) 

276,516 

304,623 

28,107  L 

Total  Daily  . . . 

1,154.042 

1.235.598 

81,556  L 

Total  Sunday  . . 

276.516 

304,623 

28,107  L 

Grand  Total  . . . 

1,430,558 

1,540,221 

109,663  L 

MILWAUKEE,  WIS. 

Sentinel  . 

...(tn) 

413,327 

464,587 

51,260  L 

Journal  . 

....(e) 

1,085,985 

1,109,241 

23,256  L 

Leader  . 

....(e) 

220,332 

197,023 

23,309  G 

-News  . 

....(e) 

462,673 

577,491 

114.818  L 

*.\ews-Sentinel 

...(S) 

136,973 

188,305 

5r,332  L 

(Journal  . 

...(S) 

327,936 

344,535 

16.599  L 

Total  Daily  . , . 

2.182,317 

2,348,342 

166,025  L 

iotal  bunday 

464,909 

532,840 

67,931  L 

Grand  Total 

2,647.226 

2.881,182 

233.956  L 

MIAMI,  FLA. 

Herald  . 

. . .  (m) 

540,411 

569,556 

29.145  L 

News  . 

....(e) 

427.955 

478,373 

50,418  L 

Ileralil  . 

,...(S) 

158,359 

170,181 

11,822  L 

.News . 

...(S) 

73,172 

73.298 

126  L 

lotal  Daily  .  968.366  1,047,929  79,563  L 

Total  Sunday  .  231,531  243,479  11.948  L 

Grand  ToUl  .  1,199,897  1,291,408  91,511  L 

MINNEAPOLIS.  MINN. 

. (e)  639,966  714,165  74.199  1. 

. (d)  621,576  722,612  101,036  L 

M-!’'  . (e)  540,333  472,796  67,537  C, 

Journal  . (.S)  155,570  167,419  11,849  L 

. (S)  266,004  291,025  25,021  L 

Total  Daily  .  1,801,875  1.909,573  107,698  1. 

lotal  Sunday  .  421,574  458,444  36,870  1. 

Grand  Total  .  2.223,449  2,368,017  144.568  L 


. (e) 

'•■‘^t'te  (,„) 

La  Presse  . (e) 

iit'rrir'!..\\';::::;:;(o 

La  Patrie  . (S) 


Total  Daily  . 

Total  Sunday  . 

•  irand  Total  . . 


MODESTO,  CALIF. 

. (c)  312.880  325,300 

MONTREAL,  CANADA 

. (e)  1,155,786  1,168,267 

. (in)  435,765  437,678 

. (e)  894,140  913,025 

. (e)  103.603  120,474 

. (e)  236,199  179.969 

. (S)  68,880  82,341 


2.825.493  2,819,413 
68,880  82,541 

2,894,373  2,901,954 


l‘>e>s 
‘Ntar  . . 

MUNCIE.  IND. 

...(e)  429,921 

438,462 

Star  . 

Total 
Total 
•  Irand 

Daily  . . , , 
Sunday  . . 
Total  . , . 

890,693 

102,986 

993,679 

,,  NASHVILLE.  TENN. 

Y;!!!""  . 561.777  420,492 

It  iiiu.sseati  . (ni)  512,653  458.294 

leiines.sean  . (.S)  203.926  128.600 

.  1.074,430  878.786 

rail  t", ‘7  .  -'^^•^26  128.600 

'•rand  Total  .  1,278,356  1,007,386 


12,420  L 


12,481  L 
1,913  L 
18.885  1. 
16,871  L 
56,230  t; 
13,661  L 

6,080  G 
13,661  L 
7,581  L 


8.541  L 
23,879  L 
10,787  L 

32,420  L 
10,787  L 
43,207  L 


141.285  O 
54,359  G 

75.326  G 

195,644  G 

75.326  G 
270,970  G 


NEWARK,  N.  J. 


1938  1937  Gain  or  Loss 

Ledger  .  (m)  298.353  279,805  18,548  0 

News  . (e)  1,237.820  1.327,114  89.294  L 

Star-Eagle  . (e)  474,178  501,771  27,593  L 

Call  . (S)  201.968  202,329  361  L 

l.edger  . (S)  83.478  95.263  11.785  L 

Total  Daily  .  2.010,351  2.108.690  98.339  L 

Total  Sunday  .  285,446  297.592  12.146  L 

Grand  Total  .  2.295.797  2.406..383  110,485  L 

NEW  ORLEANS,  LA. 

Times-Ptcaytine  ....(m)  962,353  904,223  58,103  G 

Tribune  . (m)  347,357  276.689  70.668  ti 

Item  . (e)  631.931  626,067  5.864  G 

States  . (e)  484,481  518.984  34.503  L 

Times-Picayune  & 

States  . (S)  287.467  345,300  57,833  L 

tltem-Tribunc  . (S)  199.104  248.499  49.395  L 

Total  Daily  .  2,426.122  2.325,963  100,159  0 

Total  Sunday  .  486,571  593.799  107.228  L 

Grand  Total  .  2,912.693  2,919,762  7.069  L 

NEW  YORK,  N.  Y. 

Times  . (m)  1,085.392  1.112.194  26.802  L 

Herald  Tribune  _ (ni)  739.584  792.914  53.330  1, 

.News  . (m)  1.282,281  1,318,105  35,824  L 

Mirror  . (m)  313.813  336.235  22,422  L 

Journal-American  ....(e)  6.50.425  832.149  181.724  L 

Sun  . (e)  1,055,(M7  1.219.912  164,865  L 

World  Telegram  . (e)  988,771  1.208.324  219.553  L 

Post  . (e)  498.953  763.003  264.050  L 

•Journal-American  ..(S)  288,716  340.998  .52.282  1, 

Times  . (S)  8.34.457  821.552  12,905  0 

.Mirror  . (S)  102,415  106.245  3,830  1, 

,News  . (S)  377.495  4.38.012  60.517  L 

+  Her.ald  Tribune  ....(S)  521.577  569.6.33  48.056  1, 

Total  Daily  .  6.614.266  7.582.836  968.570  1, 

Total  Sunday  .  2.124.660  2.276.440  151.780  1, 

Grand  Total  .  8.7,38.926  9.859.276  1.120.350  1, 

BROOKLYN,  N.  Y. 

E.igle  . (e)  711.608  918.373  206.765  L 

Eagle  . (S)  145.412  162.986  17.574  L 

Grand  Tot.al  .  857.020  1.081.359  224.339  I, 

NIAGARA  FALLS,  N.  Y. 

Gazette  . (e)  661.241  665.343  4,102  L 

OAKLAND,  CALIF. 

Post-Eiuiiiirer  . (e)  378.894  498,363  119,469  1, 

Tribune  . (e)  739.888  770.295  .30.407  1, 

Tribune  . (S)  122.794  155.083  32.289  1, 

Tot.al  Daily  .  1.118.782  1.268.658  149.876  1, 

Total  Sunday  .  122.794  155.083  32.289  1, 

Gnaiid  Total  .  1.241.576  1,42.3.741  182.165  1, 

OKLAHOMA  CITY,  OKLA. 

Oklahoman  . (in)  4,3.3.766  461.037  27.271  1, 

Times  . (e)  564.023  664,597  100.574  1, 

Oklahoma  News  . (e)  272.79,3  343.686  70.89.3  1, 

Oklahoman  . (S)  190.368  255.317  64,949  L 

Oklahoma  News  .  .  .  (.S)  107.947  122,407  14.460  L 

Total  Daily  .  1.270.582  1.469.320  198.738  1, 

Total  Sunday  .  298.315  .377.724  79.409  1, 

Grand  Total  .  1,568.897  1.847.044  278.147  1, 

OMAHA.  NEB. 

World-Herald  . (e)  688.278  614.040  74,238  G 

tWorld-Herald  . (S)  175.545  222..869  47.324  1, 

Grand  Total  .  86,3.82.3  8.36.909  26.914  G 

World-Herald  sold  in  morniiig-eyening  combination.  Lin¬ 
age  of  one  edition  shown. 

PEORIA,  ILL. 

Journal-Transcript  ...(d)  627.660  706.306  78.646  1, 

.Star  . (e)  667.497  714.545  47,048  1, 

Journal-Transcript  ..(S)  118,287  140.153  21.866  1, 

Star  . (S)  100,244  139.4,35  .39,191  1, 

Total  Daily  .  1.295.157  1  420.851  125.694  L 

Total  Sunday  .  218,5.31  279.588  61.057  I, 

(irand  Total  .  1,513,6,88  1,700,439  186.751  I, 

PHILADELPHIA.  PA. 

Eyening  Bulletin  ....(e)  1.01.3.992  1,060,101  46,109  1, 

liuinirer  . (m)  634.255  775.346  141.091  1. 

-News  . (e)  320,546  274.030  46,516  0 

Eiyening  Public 

Ledger  . (e)  890.459  1,066.108  175.649  1, 

Record  . (ni)  465.704  575.397  109.693  1, 

liKiuirer  . (S)  489.257  537.052  47.795  1, 

tKecord  . (S)  325.361  374.008  48.647  1, 

Total  Daily  .  3.324.956  .3.750.982  426.026  I, 

Total  Sunday  .  814.618  911.060  96.442  L 

Grand  Total  .  4.139,574  4.662.042  522,468  I, 

PHOENIX.  ARIZ. 

Republic  . (m)  .399.818  .393.211  6,607  G 

Gazette  . (e)  492.313  464.449  27,864  G 

Repnldic  . (S)  117,181  119,346  2,165  L 

Tot.al  Daily  .  892.1.31  857,660  .34.471  G 

Total  Sunday  .  117.181  119.,346  2,165  1, 

Grand  Total  .  1,009.312  977,006  .32.306  0 

PITTSBURGH.  PA. 

Sun-Telegrai>h  . (e)  751.489  955.806  204.317  1, 

Post-Gazette  . (in)  478.967  581,313  102.346  1, 

Press  . (e)  1,037.453  1,262.547  225.094  L 

•Sun-Telegraph  . (S)  224.985  .314.609  89,624  1, 

♦Rrrss  . (S)  282.965  .319.052  .36.087  1, 

Total  l>ailv  .  2,267.909  2.799.666  5.31.757  1, 

Total  Sunday  .  507.950  633,661  125,711  I, 

Grand  Total  .  2.775,859  3.4.3.3.327  657,468  L 

PORTLAND,  ORE. 

Oregonian  . (m)  551.410  599.762  48,352  1, 

Journal  . (e)  746.091  823.510  77.419  1, 

-News  Telegram  (e)  290.218  .340.047  49,829  1. 

•'Oregonian  . (S)  259.129  224.782  .34  347  (i 

^Journal  . (S)  111.716  132.533  20,817  1. 

Total  Daily  .  1.587.719  1.763.319  175,600  1, 

Total  Sunday  .  .370.845  .357.315  13.530  G 

(.rand  Total  . .  1,958,564  2.120,634  162,070  1, 


PROVIDENCE,  R.  I. 

1938  1937  Gain  or  Loss 

Bulletin  . (e)  675.229  1,144.915  469,686  L 

Journal  . (m)  246.477  376.523  130.046  L 

Journal  . (S)  151,158  198.132  46,974  L 

Total  Daily  .  921.706  1,521,438  599,7.32  L 

Total  Sunday  .  151,158  198,132  46,974  L 

Grand  Total  .  1.072,864  1,719,570  646.706  L 

READING,  PA. 

Eagle  . (e)  591,958  694.351  102,393  L 

Times  . (m)  546.080  580.626  34,546  L 

Eagle  . (S)  26,012  40,568  14,556  L 

Total  Daily  .  1,1.38.038  1.274.977  136,939  L 

Total  Sunday  .  26,012  40,568  14,556  L 

Grand  Total  .  1,164,050  1.315.545  151,495  L 

RICHMOND.  VA. 

News-Leader  . (e)  901.358  993.379  92,021  L 

Times- Dispatch  . (m)  549.780  630.378  80,598  L 

Times-Dispatch  . (S)  206.854  212,042  5,188  L 

Total  Daily  .  1.451,138  1,623.757  172,619  L 

Tot.al  Sunday  .  206.854  212.042  5,188  L 

Gr.and  Total' .  .  1.657,992  1,835,799  177.807  L 

ROANOKE,  VA. 

Times  . (m)  240.184  243.390  3,206  L 

WorUl-News  . (e)  4.34.946  437.600  2.654  L 

Times  . (S)  132.237  147.836  15.599  1. 

Total  Daily  .  675.130  680.990  5,860  L 

Total  Sunday  .  132.237  147.8.36  15,599  L 

Grand  Tot.al  .  8U7,.367  828,826  21.459  1. 

ROCHESTER.  N.  Y. 

Times-Union  . (e)  869.326  977.796  108.470  L 

Democrat  \  Chronicle  (m)  797.807  861.626  63,819  L 

News  . (e)  150.514  .  . 

Democrat  &  Chronicle  (S)  217.433  251.232  33,799  L 

Total  Daily  .  1.817.647  1.839.422  21.775  L 

Total  Sunday  .  217,433  251,232  33,799  1. 

Grand  Total  .  2.0,35.080  2.090,654  55,574  L 

Democrat  &  Chronicle  (ni)  carried  174,529  legal  lines  dur¬ 
ing  .Xiigust.  1937.  Democrat  &  Chronicle  (m)  carried  168,- 
098  legal  lines  during  .\ugust,  1938,  News  new  pa|>er,  1938. 

ROCKFORD,  ILL. 

Kegister-Kepiiblic  ....(e)  491.122  552,847  61,725  1. 

.Star  . (in)  389.756  410.823  21,067  L 

.Star  . (S)  98.920  115.149  16.229  L 

Total  Daily  .  880.878  963.670  82,792  L 

Total  Sunday  .  98.920  115.149  16,229  1. 

Grand  Total  .  979,798  1,078,819  99,021  L 

SACRAMENTO,  CALIF. 

ITiion  . (m)  267.695  247,840  19.855  G 

Bee  . (e)  .825,527  921,795  96,268  L 

Union  . (S)  137.026  173,483  36,457  L 

Tot.al  Daily  .  1.093.222  1.169.6.35  76,41.3  L 

Total  Sunday  .  137,026  173,483  36,457  L 

Grand  Total' .  1.230.248  1.343,118  112,870  L 

SAN  ANTONIO,  TEXAS 

Light  . (e)  506, .383  549,352  42,969  1. 

Expre.ss  . (ml  286.874  304,086  17,212  L 

News  . (e)  592.973  .599,476  6,503  L 

•Light  . (S)  226.499  .315.4.36  88,937  1. 

Express  . (S)  184.636  195,064  10.428  L 

Total  Daily  .  1,3.86.230  1.452.914  66,684  L 

Total  Sun.lay  .  411.135  510,500  99,. 365  1. 

Grand  Total  .  1,797.365  1.963,414  166,049  L 

SAN  DIEGO,  CALIF. 

Union  . (lit)  455.931  415,034  40,897  G 

Sun  . (e)  436,361  473,495  37,134  1. 

Tribune  . (e)  669.759  696,040  26,281  L 

Union  . (S)  167,908  207,474  39,566  1. 

Sun  . (S)  63,075  63,014  61  G 

Total  Daily  .  1.562,051  1,584.569  22,518  L 

Total  Sund.ay  .  230,983  270,488  39,505  L 

Grand  Total  .  1,793,034  1,855,057  62,023  L 

SAN  FRANCISCO,  CALIF. 

Chronicle  . (in)  401.023  510,577  109,554  L 

Examiner  . (m)  614,773  652.371  37,598  L 

Call-Bulletin  . (e)  487,696  612.099  124,403  L 

-News  . (e)  514,017  766.526  252.509  L 

Chronicle  . (S)  1.30,541  190.116  59,575  L 

'Examiner  . (S)  236,401  389,944  153,543  L 

Total  Daily  .  2.017..509  2,541.573  524,064  L 

Total  Sunday  .  366,942  580,060  213,018  L 

Grand  Total  .  2,384,451  3,121,633  737,182  L 

Chronicle  includes  valley  edition. 

SCHENECTADY,  N.  Y. 

Gazette  . (ni)  722.219  722,216  3  G 

Union  .Star  . (e)  641,195  680,995  39,800  L 

Grand  Total  .  1.36.3,414  1.40,3,211  .39.797  1. 

SCRANTON,  PA. 

Tribune  . (m)  494.833  517,952  23.119  1. 

Times  . (e)  778.406  925,062  146.656  1. 

.Scrantonian  . (S)  161,198  235.680  74,482  L 

Total  Daily  .  1.27.3.239  1.443.014  169.775  1. 

Total  .Sunday  .  161.198  235.680  74.482  1. 

Grand  Total  .  1.434.4.37  1,678.694  244,257  1. 

SEATTLE.  WASH. 

Post- Intelligencer  ...(m)  431.643  437.270  5.627  1. 

Star  . (e)  333.337  286,105  47,2.32  G 

Times  . (e)  819.428  85.3.537  34,109  1. 

•  Post-Intelligencer  ...(S)  195.329  258,783  63,454  1. 

Times  . (S)  186,591  198.143  11,552  L 

Total  Daily  .  1.584.408  1.576.912  7.4964! 

Total  Sunday  .  .381.920  456.926  75.006  L 

Grand  Total  .  1,966..328  2.033.838  67,510  1, 

SIOUX  CITY,  IOWA 

Journal  . (d)  362,9  36  .3,86.482  23,546  1. 

Tribune  . (el  298.265  337.001  .38.7,36  1. 

Journal  . (S)  68.317  77.526  9,209  1. 

Total  Daily  .  661.201  723.4,8.3  62.282  1. 

Total  Sunday  .  68.317  77.526  9.209  L 

Grand  Total  .  729.518  ,801.009  71,491  L 
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SOUTH  SEND.  IND. 


1938  1937  Gain  or  Loss 

News  Times  . fe)  372,174  458,798  86,624  L 

Tribune  . (e)  574.552  647.235  72,683  L 

News-Times  . (S)  48,464  64,261  15,797  L 

Tribune  . (S)  73,446  80,625  7,179  L 


Total  Daily  .  946,726  1.106.033  159.307  L 

Total  Sunday  .  121,910  144,886  22,976  L 

Grand  Total  .  1,068,636  1,250,919  182,283  L 

SPOKANE.  WASH. 

Simkesman-Review  ..(m)  311,562  372,847  61.285  L 

Chronicle  . (e>  580.059  628.327  48,268  L 

Press  . (el  187.896  255,007  67,111  L 

■tSixrkesman- Review  ..(S)  193,368  214,852  21,484  1. 


Total  Daily  .  1.079.517  1,256,181  176,664  1. 

Total  Sunday  _ ' _  193.368  214,852  21,484  L 

Grand  Total' .  1.272.885  1,471,033  198,148  L 

SPRINGFIELD,  ILL. 

State  Journal  . (d>  467.350  . 

State  Register  . (el  481.766  . 

State  Journal  . (Si  113.905  .  . 

State  Register . (S,i  92,968  . 


Tot.al  Daily  .  949,116  . 

Total  Sunday  .  206.873  .  . 

(irand  Total  .  1.155,989  . 

ST.  LOUIS.  MO. 

GlolH'-Dcmocrat  . (ml  578.501  660.707  82.206  1. 

Post- Dispatch  . (el  820,159  971.755  151.596  1. 

.Star-Times  . (ei  629,752  696.487  66.735  1. 

■tGlobc-Democrat  . (Si  217,486  256,054  38,568  1. 

Post-Dispatch  . (,si  308,652  340,151  31,499  L 


Total  Daily  .  2.028.412  2.328.949  300.537  I. 

Total  Sunday  .  526.138  596.205  70.067  I. 

Grand  Total  .  2.554,550  2,925.154  370.604  I. 

ST.  PAUL,  MINN. 

Pioneer  Pre-  . (tni  724.672  597,548  127.124  C 

Dispatch  . (cl  776.860  742.079  34,781  G 

Pioneer  Pres>  . (Si  151,383  152.157  774  1. 


Total  Daily  .  1.501,5.12  1.339.627  161,905  (', 

Tot.il  Sunday  .  151.383  152.157  774  1. 

Grand  Total  .  1.652.915  1.491.784  161.131  G 

SYRACUSE,  N.  Y. 

Journal  . (el  643.783  733.181  89.398  1. 

ller.ald  . (el  715.754  665.280  50.474  (', 

Po.st-Standard  . (ml  455,.143  546.608  91,265  L 

•.\merican  . (Si  129,727  182,810  53.083  1. 

Herald  . (Si  63.378  61.005  2.373  G 

I’ost  .Stamhird  . (S'  73.265  63.368  9,897  G 


Total  Daily  .  1.814.880  1.945.069  130,189  L 

Total  Sunilav  .  2()6.370  307.183  40.813  I. 

Grand  Total  .  2.081. 250  2,252,252  171,002  L 

TACOMA,  WASH. 

News-Trilxine  . (ei  471.613  517,077  45,464  L 

Times  . (el  385.550  426,592  41,042  1. 

.News-Trihune  . (Si  125,530  126,108  578  1. 

Total  Daily  .  857,163  943,669  86.506  1. 

Total  Sunday  .  125.530  126,108  578  I. 

Grand  Tot.al  .  982,693  1,069,777  87,084  L 

TOLEDO.  OHIO 

Times  . (mi  142,806  139,675  3,131  G 

RIade  . (e)  845,823  904,009  58,186  1. 

Times  . (Si  219,125  267.391  48,266  L 


Total  Daily  .  988.629  1,043,684  55,055  I, 

Total  Sunday  .  219,125  267,391  48.266  1, 

Grand  Total  .  1.207,754  1,311,075  103,321  L 


TORONTO.  ONT..  CANADA 

1938  1937  Gain  or  Loss 


Globe  &  Mail  . 

. .  (m) 

505,397 

555,511 

50,114  L 

..(e) 

1,190,767  1 

1.332.975 

142.208  L 

Star  . 

..(w) 

69,271 

106.386 

37,115  L 

Telegram  . 

..(e) 

1.034.356  1 

1,224.835 

190,479  L 

Grand  To(al  . . . . 

2,799,791  , 

3,219,707 

419,916  L 

TRENTON.  N.  J. 

Times  . 

...(e) 

716,269 

618.606 

97.663  (j 

Times-Advertiser  . . 

..(S) 

64,433 

64,200 

233  G 

(jrand  Total  . . . . 

780,702 

682.806 

97,896  G 

TROY.  N.  Y. 

Record  . 

..(m) 

517,405 

538.554 

21.149  L 

Record  (m)  sold 

in  combination  with  Times  Record  (e). 

Linage  of  Record  (m)  shown. 

TULSA,  OKLA. 

Trilmne  . 

...(e) 

530,357 

577.174 

46.817  L 

World  . 

. .  (m) 

516.849 

478.772 

38.077  (i 

Tribune  . 

,..(S) 

93.622 

109.898 

16.276  I, 

World  . 

...(S) 

165,942 

169.374 

3.432  L 

Total  Daily  .... 

1,047.206 

1,05  5, 94(1 

8.740  L 

Total  .Sundav  . . 

259.564 

279.272 

19.708  L 

(srand  Total  . . . 

1.306,770 

1,335.218 

28,448  L 

WASHINGTON.  [ 

1.  c. 

Tlcraltl  . 

, . .  (m) 

562.6/4 

530.991 

31.683  G 

Post  . 

. .  (m> 

617.251 

600.175 

17.076  (i 

N  ew  s  . 

...(e) 

537..347 

558.111 

20.764  L 

Times  . 

...(e) 

828.296 

924.702 

96.406  I. 

Star  . 

...(e) 

1,577.324 

1, (>76.372 

99.048  L 

•tllcrald  . 

...(S) 

280.819 

368.734 

81.915  L 

Star  . 

...(S) 

376.753 

399. 68S 

22.935  1, 

Lost  . 

...(S) 

239.858 

295.325 

55.4()7  L 

Total  Dailv  . . . . 

4.122.892 

4.290.351 

167.459  I, 

Total  Sundav  . . 

903.430 

1,063.747 

1(>0.317  L 

(Irand  Total  . . . 

5.026.322 

5.354,098 

327.776  L 

WESTCHESTER  COUNTY  (N.  Y.)  GROUP 

M  iinaroneck  Titne> 

...(el 

216.606 

204.613 

11.993  (i 

Mt.  Vernon  .tigiis 

.  .  .  (e) 

524,602 

472.714 

51.8.'<8  G 

New  Rochelle  Standard 

Star  . . 

. ...  (cl 

474.162 

486.850 

12.()88  1. 

Ossining  Citizen* 

Register  . . 

. . . . (e) 

20S.65S 

207.087 

1.551  (. 

iWtchester  Item  . 

.  .  .  .(o) 

32().9(>7 

34(..212 

19.245  L 

Tarrvtown  News  . 

....(e) 

190.525 

214.875 

24,350  L 

Yonkers  Herald-States- 

man  . 

....(e) 

401.703 

427.990 

26.287  L 

White  Plains  Reporter  (e) 

533.935 

590.095 

56.160  I, 

Peekskill  Star  ... 

. . . . (e) 

274.350 

262.707 

1L(>43  G 

(irand  Total  . . . 

3, 151, -*88 

3.213,143 

61.655  L 

WICHITA.  KAN. 

Beacon  . 

....(e) 

497.449 

553.479 

56.030  L 

Eagle  . 

...(ml 

323.218 

305,987 

17.231  G 

Eagle  . 

. ...  (el 

404.940 

414,745 

9,805  L 

** Beacon  . 

....(Si 

240,380 

263.796 

23.416  L 

Eagle . . 

,...(Si 

171.142 

165.(>()7 

5.475  G 

Total  Daily  . . . 

1.225.607 

1,274,211 

48.604  L 

Total  Sundav  . 

411.522 

429.463 

17,941  L 

Grand  Total  . . 

1.637.129 

1,703,674 

66,545  L 

WILKES-BARRE, 

PA. 

Record  . 

, . . .  (m) 

635.797 

782.077 

146,280  L 

Times-Leader  .... 

. . . . (e) 

732.825 

748,775 

15,950  L 

News  . 

....(e) 

314.088 

400,929 

86.841  L 

Independent  . 

. . . .  (S) 

106,763 

167,270 

60,507  L 

Total  Dailv  _ 

1,682,710 

1,931,781 

249,071  L 

Total  Sunday  . 

106.763 

167,270 

60.507  L 

Grand  Total  . . 

1,789,473 

2,099,051 

309,578  L 

WINSTON-SALEM,  N.  C. 


1938 

1937  Gain  or  Los, 

Twin  City  Sentinel  . . 

.(e) 

377,189 

335.742 

Journal  &  Sentinel 

.(S) 

108,091 

712.931 

108,091 

R’L022 

WORCESTER.  MASS. 

Telegram  . 

.  (m) 

487,923 

S71,R76 

83,953  L 

(iazette  . . 

..(e) 

513,773 

650,413 

136,640  L 

Post  . 

. .  (e) 

400,608 

379,893 

20.715  G 

Telegram  . 

.(S) 

136,734 

173,246 

36,512  L 

Total  l>aily  . . . 

1.402,304 

1,602,182 

199,878  1. 

Total  Sundav 

136,734 

173,246 

36,512  L 

Grand  Total  . . 

1,539.038 

1,775,428 

236,390  L 

YOUNGSTOWN.  OHIO 

X'iiidicator  Telegram 

..(e) 

755,003 

961,335 

206,332  L 

Vindicator  Telegram 

.(S) 

126,474 

167,886 

41.412  L 

Grand  Total  . 

881,477 

1,129,211 

247,744  L 

Figures  Supplied  by  Publishers 

BRONX  (NEW  YORK 

CITY) 

Home  Xews  .... 

.(e) 

237.438 

228.012 

9,426  G 

Home  News . 

..(S) 

67,857 

64.072 

3.785  G 

(irand  Total  . 

305,295 

292,084 

13,211  G 

KANSAS 

CITY.  KAN. 

Kansan  . 

..(e) 

253,456 

246,029 

7,427  G 

Kansan  . . 

..(S) 

74,809 

69,804 

5,005  G 

Grand  Total  . 

328.265 

315,833 

12,432  G 

NEW  BEDFORD,  MASS. 

Standai<l-Timc>;  . 

..(e) 

414.708 

4()0,76S 

46,060  L 

.Mercurv  . 

.  .(m) 

41)2.794 

443,171) 

40, .1/0  L 

.Slandard-Timo  . 

..(S) 

37,870 

57,624 

19.754  L 

Total  Daily  .. 

817.51)2 

903,938 

86,4,16  L 

Total  .Sunday 

37.870 

57.624 

19.754  L 

(stand  Total  . 

855,372 

961,562 

106.190  L 

MEMORANDUM  OF  ADVERTISING  IN  AMERICAN 
WEEKLY,  COMIC  WEEKLY  AND  "THIS  WEEK"— 
September,  1938 

••‘.\.MI;RIC.\N  WKKKLV”  I.in.ige— »4,839  lines  and 
‘■(-'O.MIC  WEEKLY"  Linage-  16,184  lines  is  includc'l  in 
the  Sunday  figures  of  the  tollowing  pajiers:  Albany  Times 
I'tiion.  .\tlanta  American,  Baltimore  American,  Boston  Ad¬ 
vertiser,  Chicago  Herald-Examiner,  Detroit  Times.  Milwaukee 
News  Sentinel,  New  York  Journal  American,  Pitt.sburgh  Siiii- 
Telcgraiih,  San  .Yntonio  Light,  Syracuse  American,  V\  ashing- 
ton  Herald. 

•••.\.MI;R1CAN  WEEKLY”  Liimge -45.043  lines;  COMIC 
WEEKLY  Lin.age — 16,184  lines  in  the  Los  .\ngcles  E.\am- 
iner.  San  Francisco  Examiner  and  Seattle  Post-1  ntelligeiicer. 

•'"AMERICAN  WEEKLY”  Linage-  44,839  lines  in  the 
BtilTalo  Courier-Express,  Cleveland  Plain  Dealer,  Houston 
Post.  Minneapolis  Journal,  Nashville  Tennessean.  39.436 
lines  in  the  Portland  Oregonian,  first  issue  American  Weekly, 
Septenilier  11,  1938.  3,703  lines  in  the  Wichita  Be.icon 
which  discontinued  the  -American  Weekly,  Septenilier  4,  1938. 

(“THIS  WEEK”  Linage-  18.975  lines  included  in  the 
Sunday  figures  of  the  following  papers:  .Atlanta  Journal, 
Baltimore  Sun,  Birmingham  News  &  Age  Herald,  Boston 
Herald,  Buffalo  Times,  Chicago  Daily  News,  Cincinnati  En¬ 
quirer,  Cleveland  Plain  Dealer,  Dallas  News,  Detroit  News, 
Indianapolis  Star,  Memphis  Commercial  .\ppeal,  Milwaukee 
Journal.  Minneapolis  Tribune,  New  Orleans  Item  Tribune, 
New  York  Herald  Tribune,  Omaha  World-Herald,  Phila¬ 
delphia  Record.  Pittsburgh  Press,  St.  Louis  Globe  Democrat, 
Washington  Star.  17,486  lines  in  the  lais  Angeles  Times, 
Portland  Journal,  Spokane  Spokesman  Review. 


John  Wiley  Speaks 
On  Copy  Testing 

John  E.  Wiley,  vice-president  of 
Fuller  &  Smith  &  Ross,  Inc.,  New 
York  agency,  addressed  the  Associa¬ 
tion  of  Advertising  Men  at  the  Dryden 
Hotel,  New  York.  Oct.  13  on  “Copy 
Testing — Mountain  or  Mole-Hill?” 

“Some  of  these  systems  are  scien¬ 
tific,  some  are  crackpot,  none  are 
applicable  to  all  campaign  situations,” 
Mr.  Wiley  said  in  reviewing  the 
methods,  among  them  the  check  list, 
the  recall,  sales  and  the  coupon 
method. 

Referring  to  the  check  list,  Mr. 
Wiley  said  that  whether  anyone  at¬ 
tacks  or  defends  it,  “the  great  in¬ 
terest  in  copy  testing  and  the  promo¬ 
tions  which  have  attended  this  in¬ 
terest,  have  served  to  dramatize  the 
need  for  more  scientific  methods  of 
copy  prepmration. 

Stresses  Fundamentals 

“I  think  all  of  us  are  beginning  to 
realize  that  we  have  a  tendency  to  get 
too  far  away  from  the  simple  funda¬ 
mentals  of  our  business. 

“Whether  you  buy  a  check  list  serv¬ 
ice,  or  whether  you  pull  out  the  old 
text  books  that  you  used  to  use  in  the 
advertising  class  when  you  were  at¬ 
tending  night  school,  and  compiled 
your  own  check  list  or  advertising 
fundamentals  from  the  first  three  or 


four  chapters  of  those  text  books,  I 
think  in  the  long  run  your  advertis¬ 
ing  is  bound  to  improve.  It  will  im¬ 
prove  because  fundamentals  that  have 
been  known  for  a  long  time  will  be 
receiving  more  attention.” 

The  ass(x;iation  elected  new  officers, 
who  were  installed  Oct.  20.  Thomas 
Hughes,  of  the  International  Export 
Advertising  Agency,  succeeds  Eugene 
C.  Pilcher,  The  Manufacturing  Con¬ 
fectioner,  as  president.  Other  new  of¬ 
ficers  are:  Vice-president  Howard 
Warner,  Unz  &  Co.;  secretary,  Jess 
Abrams,  Mailograph  Co.;  assistant  sec¬ 
retary,  Norman  Draffin,  Sigmund 
Ullman  Co.;  treasurer,  Henry  Kress, 
CJeorge  Hatch  Advertising  Co.;  as¬ 
sistant  treasurer,  Thomas  Tarpey,  free 
lance  artist. 

■ 

Calls  Ads  Inadequate 
For  4  Billion  Trade 

“Tourism,”  the  business  of  vaca¬ 
tion  travel,  accounted  for  an  expen¬ 
diture  of  $4,000,000,000  by  American 
tourists  this  year,  it  was  estimated  by 
Joe  H.  Thompson,  national  director 
of  the  Conoco  Travel  Bureau  with 
headquarters  in  Denver,  in  a  speech 
Oct.  13  before  the  Chicago  Federated 
Advertising  Club. 

The  speaker  termed  “tourism”  the 
third  largest  industry  in  the  country, 
being  exceeded  in  size  only  by  agri¬ 
culture  and  textiles. 


Mr.  Thompson  estimated  that  only 
$5,000,000  went  into  advertising  chan¬ 
nels  in  1938  to  prevail  upon  Amer¬ 
ican  tourists  to  visit  one  vacation 
area  as  against  another — a  five  mil¬ 
lion  dollar  expenditure  to  tap  a  four 
billion  dollar  market.  He  said  from 


an  advertising  standpoint,  cities,  states 
and  organizations  attempting  to  in¬ 
fluence  tourist  traffic  are  still  doing 
an  inadequate  job.  He  predicted, 
however,  this  type  of  advertising  will 
grow  rapidly  in  the  future,  when  the 
magnitude  of  tourism  is  realized. 


Equipment  and  Supplies 


STEREO 

EQUIPMENT 

Complete  Line  for  Every 
Operation  from 
Lock-up  to  Press 


THE  GOSS  PRINTING  PRESS  CO. 
PILSEN  STATION.  CHICAGO,  !Ll. 


3 

ES 

MONARCH  11 

makes  the  finest 
MATS 


Write  for  8-page  bulletin  which  il¬ 
lustrates  Hoe’s  Special  Six  Features. 

R.  HOE  &  CO.,  Inc. 

910  East  138th  St. 

(at  East  River),  New  York,  N.Y. 
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N.  Y.  Football  Contests 
Draw  400,000  Readers 

Football  contests  conducted  by  three 
New  York  dailies  are  attracting  more 
than  400,000  readers  every' week  with 
the  number  of  participants  increasing 
as  the  season  progresses. 

The  largest  number  of  entries  are 
received  each  week  by  the  Daily 
Ncics,  which  has  been  conducting  such 
a  contest  for  14  years.  Ray  Bates, 
sports  writer,  who  is  in  charge,  said 
that  this  week  about  200,000  coupons 
will  be  received.  In  order  that  the 
winner  might  be  selected  as  soon  as 
possible,  the  News  has  called  in  95 
men  who  act  as  News  Welfare  Asso¬ 
ciation  judges  to  study  the  selections 
of  winning  football  teams.  Top  prize 
is  $150,  with  four  additional  cash 
awards  and  20  tickets  to  local  football 
games.  Mr.  Bates  stated  that  the  con¬ 
test  has  resulted  in  an  increase  of  out- 
of-town  circulation. 

The  Daily  Mirror,  with  a  first  prize 
of  $150  and  seven  other  cash  prizes  as 
well  as  24  tickets  to  local  football 
games,  will  go  over  the  140,000  mark 
this  week  in  contestants  in  its  fourth 
year  of  conducting  the  contest.  A  staff 
ol  30  has  been  added; 

The  Journal  and  American  is  the 
only  paper  in  the  New  York  evening 
field  running  a  football  contest.  Han¬ 
dled  by  Max  Case,  sports  editor,  the 
contest  this  week  brought  in  more 
than  75,000  replies  and  is  expected  to 
pass  the  100,000  mark  late  in  the  sea¬ 
son.  A  staff  of  15  girls  had  to  be  hired 
to  handle  the  entries.  The  prizes  are 
$100  for  the  winner,  with  four  addi¬ 
tional  cash  prizes.  Those  who  place 
sixth  to  tenth  receive  two  tickets  each 
to  any  local  football  game  on  the  fol¬ 
lowing  Saturday. 

Louis  Livingston,  promotion  man¬ 
ager,  stated  that  the  contest  was 
started  as  a  circulation  stunt,  but, 
since  few  readers  were  added,  it  is 
being  continued  because  of  its  popu¬ 
larity  among  already  established 
readers.  He  said  that  it  might  have 
brought  an  increase  in  readership  if 
other  newspapers  were  not  doing  it 
also.  However,  he  said,  one  of  the 
accomplishments  of  the  contest  was  to 
effect  the  ruination  of  the  football  pool 
racket. 

■ 

HURRICANE  EDITION 

Uninterrupted  publication  by  the 
Pawtucket  (R.  I.)  Times  during  the 
hurricane  and  the  subsequent  days 
when  electric  power  was  not  avail¬ 
able  was  climaxed  by  the  Times  with 
the  publication  of  a  hurricane  sou¬ 
venir  on  Sept.  30.  When  Rhode  Is¬ 
land  was  isolated  the  day  after  the 
storm  the  Times,  with  its  own  power, 
published  and  sold  more  than  60,000 
copies  of  an  eight  page  hurricane  edi¬ 
tion  containing  109  stories  of  the  dis¬ 
aster.  Two  days  after  the  storm  more 
than  52,000  copies  of  the  Times  were 
sold.  More  than  70,000  hurricane 
souvenirs,  regular  format,  containing 
90  pictures  of  the  disaster  in'  Rhode 
Island,  Southern  Massachusetts,  and 
Connecticut  were  sold. 

I  NEWSPAPERS  I 

I  Bought  and  Sold  | 

g  Confidential  Co-operation 

I  NEWSPAPER  S 

j  APPRAISAL  CORP'N.  | 

^  L.  Parker  Likely,  Pres,  s 

Times  Building,  New  York  B 

'  :::  '-r:iiiiiiiiiiiiiiiiiiiiiiiuiiiuiiiii::iii;iiii 


CLASSIFIED 

ADVERTISING 


RATES 

SITUATIONS  (Cash  with  Order) 

I  Time  —  .50  per  line 

3  Times  —  .40  per  line 
ALL  OTHER  CLASSIFICATIONS 

(Cash  with  Order) 

I  Time  —  .85  per  line 

4  Times  —  .70  per  line 

Count  six  words  to  the  line  when  sending 
cash  with  order.  Box  number  or  your  own 
address  to  be  counted  as  three  words. 
Ads  charged  to  established  accounts  will 
be  billed  for  the  counted  number  of  lines. 

FORMS  CLOSE  THURS.  NOON 
Minimum  space,  three  lines.  The  Editor 
&  Publisher  reserves  the  right  to  classify 
edit  or  reject  any  copy. 

In  answering  advertisements  of  the  "Help 
Wanted"  nature,  it  is  advisable  to  send  copies 
of  references  rather  than  the  originals.  Copies 
serve  the  purpose,  and  avoid  possible  loss  of 
originals. 


Attention!  Fiction  Writers 

Ideas  unlimited  for  Short,  Long  Stories; 
Stiigi-.  Sm-en,  Radio  Plays.  Verse.  .Jokes, 
(Jags.  TUK  PLOT-PLOTTKK  siivjdies 
voii  unfailingly.  Semi  for  Booklet  and 
Piirehase  Offer.  BKI.DKN  TO..  (B)  lOlU 
West  Sixth  St.,  Los  Angeles,  California. 


Business  Opportunity 


Seeking  mature  publisher,  business  man¬ 
ager  or  advertising  executive  for  revival 
of  national  publication  in  fertile,  un¬ 
crowded  field.  Man  must  be  capable 
conducting  business,  circulation  and  ad¬ 
vertising.  Pattern  cut  for  publication 
and  editorial  set-up  unique  and  well- 
directed.  Potential  circulation  half  mil¬ 
lion.  Advertising  possibilities  excellent, 
but  profit  can  be  made  without  advertis¬ 
ing  revenue.  East  and  west  editions. 
Please  do  not  answer  unless  in  $10,000 
and  up  class;  have  $1,000  to  spend  on 
travel  to  complete  financial  and  contract 
arrangements,  and  $5,000  to  obtain  third 
interest.  Please  be  prepared  to  exchange 
A-1  references.  Correspondence  confi¬ 
dential.  Reorganizers  now  employed. 
Conferences  can  be  arranged  east  or  Chi¬ 
cago.  Box  4465,  Editor  &  Publisher. 


Cireulatloii  Promotlea 


For  good  newspapers  this  27-7ear  old  insti¬ 
tution  continues  to  add  sound,  substan¬ 
tial  circulation  on  a  self-financing  plan. 
THE  CHARLES  PARTLOWB  00.,  Occi¬ 
dental  Bldg.,  Indianapolis. 


More  money  for  newspaper  and  magaiines 
from  mail  subscriptions.  Certified  Circu¬ 
lation  Co.,  P.  0.  Box  1074,  Knoxville, 
Tenn. 


Feature  Material  Wanted 

Feature  Writers!  Artists!  Growing  news¬ 
paper  syndicate  seeks  additiona!  features 
for  nationa!  distribution.  Moderate  fee. 
Write  for  detniis.  before  sending  materia!, 
to  Box  4493,  Editor  &  Pubiisher. 


Newspapers  For  Sale 


Capable  handling,  buying,  selling,  mergers. 
No  leases  or  trades.  Highest  references 
LEN  FEIGHNER  AGENCY,  Nashville, 
Mich. 


For  Sale:  Sixteen  page  weekly  gro.ssing 
$20,000  near  New  York  City.  No  compe¬ 
tition  in  townshij)  of  4.000  and  circula¬ 
tion  of  2,000.  Job  shop  with  following 
equipment:  No.  2  Miehle  cylinder, 

Mentges  folder.  No.  8  and  No.  0  Lino¬ 
types,  5  magazines,  7  fonts  of  mats,  large 
assortment  of  hand  type  and  other 
valuable  equipment  all  in  good  condi¬ 
tion.  Editor  moving  West,  must  sell  im¬ 
mediately.  Price  .$15,000.  considerably 
less  for  cash.  Box  4501,  Editor  &  Pub¬ 
lisher. 

Semi-weekly  in  rapidly  growing  city  near 
Los  Angeles.  Excellent  plant.  $25,000 
cash  required,  balance  reasonable  terms. 
M.  C.  Moore,  Newspaper  Broker,  Beverly 
Hills,  California. 

For  sale  profitable  southern  state  afternoon 
daily  in  a  thriving  city  of  15,000.  Will 
gross  over  .$60,000  this  year.  Excellent 
equi|iment  in  fine  building,  low  rent. 
Price  $65,000,  with  .$:10,000  cash  balance 
easy  tenns.  Box  4514,  Editor  &  Publisher. 

Weekly  newspaper,  6  years  old, 
no  printing  plant,  $3,500 
The  Record,  Bridgeton,  N.  J. 


Fublishing  Facilitiai  Available 


Publishing  plant  in  Kansas  City,  Mo., 
equipped  with  rotary  presse.s,  available 
to  publishers  needing  such  facilities. 
Color  work  a  specialty.  If  you  have  long 
runs,  newspaper  make-up,  in  colors  or 
black  only,  let  us  submit  estimates.  Write, 
giving  full  details  and  samples  of  work 
desired.  BARRICK  PUBLISHING  COM¬ 
PANY,  201  Delaware  St.,  Kansas  City, 
Mu. 


Halp  Wontad 


POSITION  AND  PROFIT 

Southern  weekly,  being  organized  with  ex¬ 
ceptional  prospects,  offers  active  connec¬ 
tion  to  qualified  man  or  woman  associate 
with  newspaper  or  publishing  background. 
Moderate  investment  required.  Full  de¬ 
tails  in  confidence  and  when  available. 
Box  4515,  Editor  &  Publisher. 

Southern  publisher,  only  <laily  in  town  un¬ 
der  15,000,  who  has  built  up  good  news¬ 
paper,  more  than  5,000  ABC  circulation, 
can't  sell  enough  advertising  to  make  a 
lirofit.  Cun  you  help  him!  Box  4500, 
Editor  &  Publisher. 


SItuatlans  Wanted 

Advertising 


THIS  DEPARTMENT  STORE  MAN 
CAN  MAKE  MONEY  FOR  YOU! 

Kijrlit  y»*ars’  top  prtiduriT  advortisiiij?  stafY 
of  well-known  daily.  Ten  years’  and  still 
is  important  exeeiitis’e  well-known  dej>art- 
nn‘nt  stort*.  Knows  retail  problems  from 
inside  as  well  .-is  how  to  stdl  spjice  in- 
teiligontly.  Wishes  to  return  to  iiews- 
joiper  with  jtreally  broadfiit  d  hin  kKround. 
(’an  help  present  stall'  acquire  better  un¬ 
derstanding  of  retail  problems  ami  do 
a  better  job  with  larger  aeeounts.  Write 
Hox  4499.  Kditor  A:  IMiblisher  for  details. 

Classified  Adv.  Manager,  ‘M).  thoronjchly  ex- 
perieneed.  8  y»‘ars  reetjrd  of  eoiisisteut 
gains,  (’ontiiiirent  basis  considered.  (lood 
references.  Go  anywhere.  Ht)x  4490, 
Kditor  &  Publisher. 

Classified  Advt.-Manager  Solicitor  able  to 
take  complete  charge,  17  years  experience 
on  two  Metropolitan  Daily  Papers  selling 
Classified,  Retail  Display  and  Special 
Kditions.  Ajee  35 — Neat  and  Reliable. 
Box  4474,  Editor  &  Publisher. 

TRADE  PAPER  EXECUTIVE 

Successful  Sales  &  ('opy.  L’nder  40.  married. 
N.  V.  State  eontai  ts.  Heasonable  salary. 
Box  4494,  Kditor  &  Publisher. 


SItuatlans  Wantad 
CirenUtion 


Circulation  Manager — Last  fourteen  years 
on  four  papers,  circu!ation  30,000  to 
110,000,  made  better  record  than  pre¬ 
decessors  and  successors.  Thorough!y  fa¬ 
miliar  all  distribution.  Specialty  building 
loyal  organization  and  city  carrier.  Em¬ 
ployers  will  recommend.  V/ish  perman¬ 
ency  where  results  will  be  recognized. 
Inquiries  confidential.  Address  Box  4470, 
Editor  &  Publisher. 


Circulation  Manager  -  Good  record  of 
nehievement.  Several  years  of  experienoe. 
I’ractical  ideas.  EoonomieuI  methods. 
.Moderate  salary  requirements  to  start. 
Opportunity  for  advancement,  based  on 
ability,  desired.  Rej)ly.  in  confidence,  to 
Box  4504,  Editor  &  Publisher. 

Circulation  Manager — Young,  aggressive, 
now  emi)loyed.  Sound  eeunomical  methods. 
Thoroughly  experienced  both  Little  Mer¬ 
chant  and  Dealer  roiitrolled  systems.  Out¬ 
standing  record  and  references.  Prefer 
small  daily — Paeific  Coast.  Box  4492, 
Editor  &  Publisher. 

Circulation  Manager  varied  experience  Home 
Delivery,  Country  Circulation.  Record  of 
achievement.  Desires  connection.  Excel¬ 
lent  references.  Box  4479,  Editor  & 
Publisher. 


Situations  Wanted 
Editorial 


Alert  Reporter,  copy-desk,  re-write  experi- 
♦•net*;  Hfjirst  man:  six  years’  backt^rotind. 
Supfrlativf ;  rffert*ncM‘s.  A>re  25;  murriud. 
Hox  4512,  Kditor  &  Publisher. 


Calling  all  editors--  Ha vo  you  sunirient  guts 
and  fnit(‘riial  spirit  to  employ  veteran 
reporter  and  editor?  A-1  n-ettrd — refer¬ 
ences.  The  Sagt*  of  Cape  Cod,  W.  Fal¬ 
mouth,  Mass. 


College  graduate,  22,  inajon-d  economics, 
typist,  capable  writer,  wants  wt>rk  as  re¬ 
porter.  anywhen*:  references.  Box  4488, 
Kditor  &  Publi.shcr. 


Editor — news,  city,  telegraph  or  make-up; 
:1K;  married;  Christian;  experienced  small, 
large  dailies;  pn-fer  East.  Box  4502, 
Kditor  &  Publisher. 


Sitnatians  Wantad 

Editorial  (Cant’d) 

ATTENTION  EDITORS 

Competent  news  executive,  now  in  respon¬ 
sible  position,  seeks  new  connection  with 
substantini  daily.  Offers  constructive 
service,  backed  by  13  years  metropoli¬ 
tan  experience,  7  as  managing,  news, 
city  editor.  Wants  security,  future, 
chance  to  own  home  in  progressive  city. 
Convincing  record,  unque.stionnble  refer¬ 
ences;  36.  married.  Available  on  custo¬ 
mary  notice.  Will  go  reasonable  distance 
for  interview.  Box  4510,  Editor  &  Pub¬ 
lisher. 


Editor  and  Mwager  for  daily,  with  19 
year’s  experience.  Highest  references. 
Box  4457,  Editor  &  Publisher. 

General  reporter,  dally;  ex-editor,  weekly; 
ex-Heurst  employee:  former  seaman; 
traveled  in  Europe.  South  America.  Two 
years  college;  21.  single,  references.  Will 
go  anywhere  for  opportunity  to  work. 
Box  4497,  Editor  &  Publisher. 


MANAGING  EDITOR  PUBLISHER 

Executive  of  wide  experience  and  excellent 
reputation  seeks  new  connection  in  East. 
At  present  managing  editor  of  well  known 
daily,  a  position  he  has  held  for  moro 
than  a  decade.  Thoroughly  familiar  with 
all  the  phases  of  publishing  and  has 
.-K-knowledged  record  as  builder  of  circu¬ 
lation  and  revenue.  Young,  energetic  and 
capable  of  doing  any  task  which  a  sub¬ 
ordinate  might  bo  asked  to  perform. 
Woiilil  make  smell  investment  us  indi¬ 
cation  of  good  faith.  Box  4505,  Editor 
&  Piildishcr. 

News  editor  on  small  town  weekly,  23. 
Paper  suspending.  College  editor,  jour¬ 
nalism  graduate.  Reporter,  deskman,  edi¬ 
tor.  Willing  start  daily  or  weekly  at  $20. 
H.  C.,  114  E.  Phillip  Ave.,  Norfolk, 

Nebraska. 


Photographer:  five  years  experience  on 
metropolitan  pai)er.  Very  clean  habits, 
and  will  go  anywhere  within  two  -weeks’ 
notice.  Single  and  26  years  of  age. 
Box  4493,  E<litor  &  Publisher. 


Reporter,  Rewrite,  22.  prefers  sports  side. 
Newspaper.  Press  Association  experience. 
College.  Now  employed.  Go  anywhere. 
Box  4496,  Editor  4t  Publisher. 


Woman  reporter,  23,  wants  city  staff  job. 
Go  anywhere,  any  size  paper.  Vassar 
graduate.  One  year’s  experience  general 
assignment,  schools,  churches,  with  large 
Ohio  daily  recently  suspended.  Miriam 
Alburn,  Drawer  B,  Rocky  River,  Ohio. 


$2,500  College  training  almost  un-used! 
Will  exchange  for  living  salary,  report¬ 
ing  future  anywhere.  Single,  eoiiscientious. 
Box  4511,  Editor  &  Publisher. 


SituatiaiK  Wanted 
General  t  AdainittratiTe 


Assistant  to  Business  Manager  or  Publisher. 
Qualified  for  maximum  responsibility. 
Broad  experience  and  thorough  knowl¬ 
edge  of  Business  Office,  Composing  Room, 
Press  Room,  Stereotype  and  Engraving 
Room.  Have  successfully  handled  labor 
problems.  Go  anywhere.  Box  4390, 
Editor  k  Publisher. 


Situations  Wanted 
Meclianical 


Pressman-stereotyper,  now  employed  as 
foreman,  complete  color  experience.  Ex¬ 
cellent  mechanic.  Union  or  nn-organized. 
Losate  anywhere.  Box  4414,  Editor  & 
Publisher. 


Prustat  &  Machinary  For  Sal# 


FOB  SALE 

24-page  Duplex  ’Tubular  Press  with  extra 
color  fountain  and  electric  roll  hoist — 
Cutler-Hammer  conveyor  to  mail  and 
distribution  room — Cutler-Hammer  5-50 
H.  P.  motor  and  push  button  control — 
2-ton  metal  pot,  pump,  tubular  and  flat 
casting  boxes — combination  trimmer  and 
tail  cutter — finishing  block,  extra  roller 
stocks,  etc.  This  press  is  especially  well 
equipped  with  new  blankets  and  rollers 
and  can  be  seen  in  daily  operation  in 
The  Zanesville  (Ohio)  Publishing  Com¬ 
pany’s  press  room  turning  out  a  product 
second  to  none  in  the  country.  This  is 
being  replaced  with  a  press  of  double 
this  capacity  and  can  be  bought  during 
October  only  at  the  special  price  of 
$16,000  as  is  and  where  is,  or  $16,500 
f.o  b.  Zanesville,  which  is  hess  than  half 
its  true  value.  Immediate  delivery  m 
we  need  the  room. 

THE  ZANESVILLE  PUBLISHING  CO. 

ZANESVILLE.  OHIO 

Duplex — latest  model.  Double  drive  angle 
bar;  .speed  4. .500.  Moving  to  new  quarters 
November  15th — installing  Rotary  Will 
sacrifiee.  Loeiited  in  Pennsylvania.  PAJAY, 
102  West  94th  St.,  New  York  City. 


EDITOR 


PUBLISHER 


SHOP  TALK  ni  THIRTY 


SOME  DAY  we  may  go  through  the 
Times  Index,  our  own  files,  and 
call  on  Jim  Butler  in  Washington  to 


By  ARTHUR  ROBB 

from  $150  to  $750  a  month  and  putting  200,000  population.  Yet  Mr.  Gish,  the 
little  fellows  out  of  business.  Among  intelligent  local  editor  assigned  by  the 
the  casualties  were  all  the  book  stores  Sargent  chain  is  pictured  as  walking 


An  Expert 
Takes  Hit  Cat 
At  Business 


give  us  a  list  of  all  of  Wellston,  which  went  broke  be-  into  Kent’s  store  with  a  24-page  paper, 
the  diagnoses  and  tween  high  rents  and  the  cut-rate  the  result  of  a  high-pressure  campaign 
cures  for  depression  competition  of  the  department  stores,  among  the  merchants.  So  unusual 
that  have  been  pro-  *  *  •  was  this  that  the  paper  had  to  be 

pxjsed  since  1931.  GO-GETTER  preachers  joined  the  filled  with  syndicated  material,  in- 
We’ll  do  it,  that  is,  chambers  of  commerce  and  lunch-  eluding  four  of  the  five  editorials,  and 


that  have  been  pro¬ 
posed  since  1931. 
We’ll  do  it,  that  is. 


GO-GETTER  preachers  joined  the 
chambers  of  commerce  and  lunch- 


unless  some  more  energetic  geezer  eon  clubs,  giving  the  Divine  blessing  a  couple  of  New  York  columris,  and 


sits  down  and  writes  the  book  that 
might  be  assembled  out  of  the  moun-  "Heaven  Will 
tain  of  ideas,  good,  selfish,  and  just  protect  the 
plain  screwball.  . 

Neither  high-pressure  salesman-  ■"•mess  Man 
ship,  mass  production,  nor  install¬ 
ment  selling  is  a  newcomer  at  the  bar  were  piratical 
of  economic  opinion,  but  an  indict-  old-timers,  th* 
ment  against  all  three  has  been  between  the  C 


to  business  activities  several  syndicated  comics  which  no 
which  pteople  like  newspapjer  could  ever  afford  to  use 
Kent’s  friend  John  as  fillers— Andy  Gump,  Jiggs,  Sales- 
Powell,  the  rich  iron-  man  Sam,  etc.  The  comics  faced  the 
master  of  Wellston,  editorial  pjage.  The  local  editorial  was 
£  I*  3 1^  p  y  on  IVellston  s  Splendid  School  Sys— 

No  hyp)ocrites,  those  tern,  dashed  off  by  Mr.  Gish. 

’  could  see  no  kinship  Jokingly  Kent  asked  Gish  what  the 


of  economic  opinion,  but  an  indict-  old-timers,  they  could  see  no  kinship  Jokingly  Kent  asked  uish  wnat  me 
ment  against  all  three  has  been  between  the  Christianity  preached  by  pjolicy  of  the  Hmes-Bulletin  was.  Out 
drawn  in  novel  form  by  Jesse  Rains-  the  churches  and  the  battle  of  the  of  corner  of  his  mouth,  the  editor 
ford  Sprague,  in  a  Doubleday-Doran  marketplace.  Old  John  Powell,  as  answered; 

book  entitled  “High  Pressure — What  well  as  Kent,  declined  to  join  the  safest  piolicy  in  the  world. 

It  Is  Doing  to  My  Town  and  My  church  of  the  Rev.  Mr.  Harriss,  the  Peter.  The  Times-Bulletin  stands 

Neighbors.’’  Mr.  Sprague  for  a  good  go-gettingest  dominie  of  Wellston,  and  foursquare  for  sanctity  of  the 

many  years  has  been  writing  for  the  when  Powell’s  works  got  the  trench-  American  home.” 

Saturday  Evening  Post  on  the  pitfalls  knife  contract  during  the  war,  he  de-  Sargent  also  commanded  the 

of  business,  but  in  no  sense  has  he  clared  that  he  could  not  have  taken  publication  of  the  S.  Parkes  Cadman 

established  a  reputation  as  hostile  to  the  job  if  he  had  been  an  honest  advice  to  troubled  readers,  and  a  daily 

things  as  they  have  been.  Some  mu-  church  member.  Bible  text. 

tual  friends  who  regard  him  highly  Kent  prospered  nicely.  At  the  sug-  Mr.  Gish  told  his  troubles  at  con- 
are  businessmen  and  bankers  who  gestion  of  the  banker,  he  rented  the  siderable  length,  punctuated  by  pulls 
nurse  typical  New  Deal  hatreds,  so  store  of  the  milliner  lady  who  could  hip-flask,  winding  up  with^^  a 

he  can’t  easily  be  called  a  crackp)ot.  not  survive  her  fourth  or  fifth  execu-  quotation  attributed  to  Tallyrand,  A 
The  scene  is  laid  in  a  mythical  tion  by  creditors.  Then,  buying  a  married  man  with  a  family  will  do 
W’ellston,  which  might  be  a  city  of  $51,000  stock  for  $20,000,  he  moved  anything  for  money.” 
about  200,000  in  New  York,  Pennsyl-  into  the  store  of  the  erstwhile  Wells-  ♦  *  * 

vania  or  Ohio.  It  was  a  lot  smaller  ton  Tiffany.  He  wanted  to  pay  $25,000  THERE  MIGHT  be  a  few  grains  of 
when  the  first  person  narrator,  Peter  and  protested  when  the  banker  cut  truth  in  the  picture,  but  not  enough 
Kent,  went  there  30-odd  years  ago  the  loan  down  $5,000.  “People  who  to  balance  its  sheer  mischief.  If 


about  200,000  in  New  York,  Pennsyl¬ 
vania  or  Ohio.  It  was  a  lot  smaller 


and  opened  a  jewelry  store. 


are  moved  by  sentiment  are  bad 


started  from  scratch,  in  comjjetition  bank  risks”  was  the  banker’s  senten-  Succeif  Isn't 
with  Barney  Hirschfield,  of  similar  tious  advice.  When  the  war  gave  yu  Th  t  W 
retail  dimensions,  and  the  old  estab-  everybody  spending  money  and  John  *  . 

lished  “Tiffany  of  Wellston,”  Wil-  Powell’s  son  was  swankily  wed,  Kent  Chains 


son  &  Hunt. 


got  out  of  debt,  did  his  biggest  trade. 


That  was  before  the  panic  of  1907,  and  fought  the  war  as  president  of  the 


which  Mr.  Sprague  sees  as  the  real 
turning  point  in  American  economics. 


Wellston  Chamber  of  Commerce. 


Wellston  is  a  typical 
Success  Isn't  «ty,  a  debatable 

Won  That  Way 

.  Bulletin  is  typical  of 
By  C  ains  chain  newspaper 

or  newspaper  chain 
of  our  rather  wide  acquaintance. 
“Foursquare  for  the  sanctity  of  the 
American  home!”  Does  that  cynical 


About  that  time  the  massing  of  capi-  CHAIN  NEWSPAPERS  get  a  chapter,  tag  describe  the  editorial  policy  of  the 
tal  and  equipment  began  to  put  the  and  while  we  read  much  that  New  York  World-Telegram  in  its 
nation’s  productive  capacity  well  clicked  in  the  rest  of  the  book,  the  fight  against  Tammany  corruption? 
ahead  of  its  ability  to  consume  and  newspapier  story  was  Does  it  describe  the  Sacramento  Bee’s 

the  1907  money  panic,  little  regarded  ^  Folry  Tala  pretty  sour.  Wells-  battle  for  a  clean  legislature?  Does 
then  or  now  by  the  ordinary  busi-  Chain  papers,  it  fit  the  campaign  of  the  Gannett 

ness  man,  was  the  first  sign  that  a  good  morning  sheet  Newspapiers  for  better  medical  and 

Uncle  Sam  did  not  have  an  insatiable  ourna  ism  and  a  sensational  surgical  services  in  Rochester  and 
appetite  for  the  products  of  the  ma-  evening  paper.  Ac-  other  cities  where  they  operate?  Is  it 

chine. 

Then,  he  says,  American  industry 
took  the  step  which  has  governed  its 
course  ever  since.  European  manu- 


and  while  we  read  much  that  New  York  World-Telegram  in  its 
clicked  in  the  rest  of  the  book,  the  fight  against  Tammany  corruption? 


A  Fairy  Talc 
on  Chain 
Journalism 


evening  paper.  Ac-  other  cities  where  they  operate?  Is  it 
cording  to  Kent,  the  morning  Times  a  fair  summary  of  the  Denver  Rocky 
sold  more  jewelry  than  the  evening  Mountain  News’  fight  for  political  in¬ 
paper.  Old  Man  Thayer  published  it  tegrity  in  state  affairs?  We  can  fill 
as  a  “gentleman’s  paper,”  and  when  he  this  column  with  citations  of  newspa- 


facturers  limited  their  production  died,  it  passed  into  the  hands  of  the  pers,  chain-owned  and  independent, 
when  consumption  lagged.  The  Sargent  chain,  with  Baltimore  head-  which  have  stuck  their  necks  out  far 
Americans  put  the  spur  to  consump-  quarters.  Mr.  Sargent  made  all  sorts  beyond  “sanctity  of  the  American 
tion,  stimulating  people  to  buy  so  that  of  promises  on  his  advent,  among  home”  limits. 

the  costly  engine  should  not  slow  them  that  “Wellston  will  always  be  There  are  chain-owned  newspapers 


the  costly  engine  should  not  slow  them  that  “Wellston  will  always  be  There  are  chain-owned  newspapers 
down  and  destroy  profits.  The  first  my  spiritual  home.”  which  approximate  Mr.  Sprague’s  ex- 

Bull  Durham  sign  was  painted  in  The  still  independent  evening  Bulle-  treme  description,  but  they  aren’t 

Wellston  about  30  years  ago,  and  Mr.  tin  looked  up  the  record  and  found  units  which  bring  either  profit  or  glory 
Kent  quotes  the  local  saloon  keeper  that  Mr.  Sargent  had  been  similarly  to  headquarters.  We  know  a  good 
as  bellowing  Ein  hundred  dollars  I  eloquent  and  promiseful  in  other  cit-  many  chain  owners,  editors,  and  busi- 
gif  dot  bull  to  take  away.”  Artists  ies,  and  it  gave  him  a  merry  time  for  ness  executives.  None  of  them  pre- 
shortly  afterwards  painted  a  rail  six  months.  Then  it  too  passed  to  the  tends  that  a  chain  newspaper  can  be 
fence  to  screen  the  offensive  anatomy,  chain  for  50^  more  than  it  was  worth  operated  in  detail  from  a  central  bu- 
Advertising  was  not  yet  ready  for  sex  and  the  town  was  served  by  the  eve-  reau.  None  of  them  would  OK  Mr. 
to  rear  its  pretty  head,  and  St.  Louis’  ning  Times-Bulletin.  Sprague’s  editorial  page  with  four 

postmaster  held  up  an  issue  of  the  So  far,  Mr.  Sprague  is  within  the  canned  pieces  and  a  glory-be-to- 

Drygoodsman  because  of  an  adver-  limits  of  probability.  When  he  gets  Wellston  blurb — not  as  a  daily  diet, 
tisement  showing  a  lady  clad  in  a  into  operation  of  the  chain  unit,  he  The  fact  that  few  chain  newspapers 
woolen  union  suit,  and  also  well  seems  to  have  relied  more  upon  gossip  which  have  for  years  enjoyed  a 
draped  in  a  kimono!  than  upon  the  solid  experience  that  is  monopoly  in  fairly  large  cities  have 


draped  in  a  kimono! 


About  the  same  time  John  Patter-  reflected  in  the  other  phases  of  his  invited  even  brief  competition  is  evi- 
son  put  on  high  pressure  sales  stunts  narrative.  dence  that  they  have  a  closer  grip  on 

to  sell  cash  registers.  Ford  about  1913  The  Times  was  purchased  in  1926,  local  affairs  than  that, 
established  the  quota  system  of  selling  the  Bulletin  a  few  months  later.  By  And  there  may  be  chain  managers 
automobiles,  and  in  Mr.  Sprague’s  that  time  heavy  advertising  volume  who,  like  Mr.  Gish,  kick  their  con- 
view,  started  the  era  of  dictation  by  had  been  a  commonplace  for  seven  sciences  overboard  because  they  have 
the  big  cities  over  the  life,  thrift,  and  years.  A  24-page  paper  was  not  even  to  make  a  living  for  the  wife  and 
morals  of  the  country.  Chain  stores  large,  much  less  extraordinary,  in  kids — but  they  are  neither  more  corn- 
moved  into  Main  Street,  hiking  rents  non-competitive  cities  of  150,000  to  mon  nor  more  successful  in  the  chains 


than  they  are  in  other  newspapers. 

It  is  probable  that  the  turnover  in 
chain  unit  management,  which  is 
higher  than  in  individually  owned 
newspapers  for  a  number  of  reasons, 
traces  in  part  to  this  fallacy,  "nio 
chains  usually  don’t  disturb  men  who 
know  their  rights,  know  how  to  exer¬ 
cise  them,  and  hand  the  central  office 
a  stiff  “no”  when  occasion  requires  it 
A  chain  that  disciplines  such  a  man 
isn’t  headed  for  success. 

*  *  * 

THE  HEIST  of  the  book  is  likely  to  stir 
up  similar  criticisms  from  specialists 
in  other  fields,  but  we  are  inclined  to 
think  that  Mr, 
An  Evil  That  Sprague’s  discussions 

CrUs  for  business  practice, 

_  ..  labor  relations  and 

Correction  high.pr0ssure  sales¬ 

manship  rest  on  a 
broader  base.  His  suggestion  that 

abuses  be  removed  from  installment  ! 
selling  by  knocking  out  the  chattel 
mortgage  strikes  us  as  worthy  of 
serious  consideration.  He  says  that 
he  has  run  into  strong  resistance  from 
business  leaders  who  see  no  virtue 
in  the  Code  Napoleon  requirement 
that  title  pass  to  the  buyer  when  the 
first  payment  is  made.  Propagandists 
for  the  people  who  live  by  installment 
sales  published  statements  that  he  was 
wrong  in  his  citation  of  the  French 
law,  and  refused  to  be  downed  when 
he  produced  proof  of  his  story  from 
French  sources.  We  haven’t  checked 
his  facts,  but  we  like  his  idea. 

It  has  always  seemed  absurd  and 
unjust  that  a  buyer  should  lose  all 
ri^ts  to  an  article  he  has  almost  paid 
for  when  misfortune  prevents  his  ex 
ecution  of  the  agreement  on  scheduled 
time.  There  are  obvious  objections 
to  granting  of  complete  title  on  first 
payment  for  articles  like  automobiles 
in  a  country  as  broad  as  the  U.  S.  A., 
with  its  small  but  active  segment  of 
people  owning  no  social  responsibili 
ties.  To  our  mind,  these  can  be  over 
come  by  more  investigation  before  the 
grant  of  credit. 

That  might,  probably  would,  reduce 
sales  volume.  It  might  also  in  the 
long  run,  produce  more  extensive  use 
of  credit  facilities  at  lower  cost  by 
responsible  people.  Certainly,  a  sys¬ 
tem  by  which  sales  were  limited  to 
people  who  could  prove  and  not 
merely  claim  good  character  and  a 
record  of  meeting  obligations  would 
get  away  from  the  major  abuses  of  the 
pay-as-you-use  set-up. 

It  would  eliminate  installment  sales 
to  beyond  the  limit  of  a  family’s  earn 
ing  capacity.  It  would  eliminate  the 
traffic  in  repossessed  merchandise, 
which  is  often  on  the  gyp  line.  And 
it  might  open  a  way  to  a  use  for 
society’s  benefit  of  the  immense  de¬ 
posits  now  lying  idle  in  commercial 
banks.  These  have  found,  in  their 
limited  experience  with  personal 
loans,  to  date,  that  the  majority  of  bor 
rowers  are  honorable;  they  have  also 
found  that  they  can  profitably  lend 
money  at  6%  and  not  at  the  loan  shark 
rates  prevailing  on  many  finance  com 
pany  propositions. 

The  two  major  operators  in  the  field 
of  automobile  finance  have  had  sim¬ 
ilar  experiences  and  while  their  rates 
to  responsible  borrowers  are  higher 
than  those  of  the  banks,  they  are  far 
below  the  tariffs  of  the  shysters. 

^  Whatever  the  remedy,  any  system 
^  which  penalizes  the  poor  man  as  does 
the  modern  “finance”  purchase  of 
^  household  goods,  clothing,  second¬ 
hand  cars,  tires,  etc.,  cannot  be  a 
permanent  part  of  our  economics.  It 
is  a  social  and  a  legal  monstrosity. 

Anyway,  we  give  you  “High  Pres 
sure”  for  a  stimulating  evening’s 
reading.  You  may  throw  it  at  the 
cat,  but  you’ll  pick  it  up  and  finish  it- 
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